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Chapter I Introduction 
 
 
 
Youth as an independent and unique generation exists since decades in the postwar 
affluent western countries, which is characterized by its own life style, common 
values, and fashions and trends that cannot be appreciated by older generation any 
more. The adults are always wondering what the next generations are thinking and 
caring about. Unfortunately the new generation is getting more sophisticated than 
their parents and grandparents when they were at the same age, due to a more 
complex and diverse society, in which they are living and which includes a real world 
and an invisible virtual world created by the surrounding media. 
 
Since the beginning of electronic media age, the communication mode of human 
beings has been changed rapidly and completely, and the modern society has 
developed into a multi-media society, in which real world and virtual world are more 
and more reflecting each other, interacting with each other and getting involved into 
each other. This powerful virtual environment provides the greatest probability for 
everyone who has such a wish to reach for what one need to know and wants to know 
ever since the modern mass media age proceeds. Therefore mass media have step by 
step taken the place of family and school as playing a dominant role in the process of 
socialization of youth, especially those who are in their adolescence period, in which 
their bodies and minds are undergoing the most radical changes in their lifespan. They 
begin to refuse the rules of adult world and try to develop another set of rules of their 
own. In common sense the virtual world created by mass media is just the right choice 
as shelter for them, since in this world there are less social tension and more tolerance 
for varieties. Compared with adults, young people, namely teenagers, are relatively 
more deeply and actively devoting themselves into this media world made up of all 
kinds of modern media, including Internet, TV programs, films, pop music, 
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animations, press and magazines, etc. The new era is much more catering the new and 
young generation and correspondingly the new generation is also activating the 
getting newer and newer multi-media environment. Thus we reach at one of the most 
significant characters of the youth culture: high-frequent usage of media; strongly 
influenced by media and close interaction between youth and media. 
 
This media-related characteristic of youth culture is also highlighted especially during 
the process of globalization, which does great contribution to widespread and 
promotion of information and cultures beyond local/national boundaries. People 
cannot move themselves out of their homes with such convenience and low costs at 
any time to access the sources of information or entertainment they need as they do 
when they are using any kind of media to obtain the same intention. All they need to 
do is just “moving” their minds and already got the most mobility. That indicates a 
possibility of a mini “global village”, in which youth, in spite of the societal and racial 
backgrounds, may receive and express for a short time and in many aspects same 
ideas, listen to same pop music, read and watch same stories and films, put on same 
“in” clothes and shoes, eat foods and drink drinks of same brands, as long as the 
power of media is overwhelming enough. 
 
Compare to the adults, teenagers are more easily to be involved in this kind of 
“cultural globalization”, sometimes even without realizing it.  For instance, younger 
fans of Hollywood films or Japanese cartoons accept American or Japanese culture 
elements unconsciously during intensively watching them. Correspondingly they 
would think and act following their favorite figures in the media. This is most 
intensively and directly shown in the fashions of teenagers. Relatively, adults tend not 
to be influenced in such a degree, as they usually make a judgment of the information 
they get rationally and according to their already built-up valuing and assessing 
systems. What’s further, something exotic and unfamiliar will inspire the curiosity of 
the under ages and consequently push them to have a try and accept with little 
difficulty, while arousing contrary reaction by adults, who would not get used to it and 
have more difficulties in accepting it. Thus young people are supposed to be easier to 
make orientation when they are moving into a new environment, because they can 
easily identify their culture through same or similar media products, especially music. 
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Through the powerful media environment with various modern media technologies, 
an accelerating process of globalization is exerting pervasive influence upon youth 
culture throughout the world. Hence the generalized research problem of this thesis: 
In which direction is the influence of the globalization upon the youth culture, 
represented by mass media in form of youth magazines, leading the changes of 
modern youth culture towards: diversification or universalization? 
In order to response to this question, a content analysis of selected sample of teen 
magazines in both countries of Germany and China at two points of time within the 
last decade (1995-2005) is to be conducted. The years 1995 and 2005 have been 
selected because during these two years extraordinary events such as student 
rebellions, global terror acts or economic crisis were absent. Both Germany and China 
are involved in the process of globalization, on the one hand, they are facing the 
similar circumstances, on the other hand, when come to a close look at the details, 
there are many differences between the two nations due to the different social, 
economical and political backgrounds, their starting points and present status within 
the process of the globalization. That is the reason why I would like to make a 
comparative study between Germany, a western developed country, and China, an 
eastern developing country in this aspect. Of course, the more important meaning of 
the comparative study lies in the analysis of the ultimate tendency, which will be 
concluded from the results of this comparative study. 
 
The following is a brief description of methodology: the main methodology applied in 
this thesis is one of the most popular and most frequently used means in the field of 
mass media research, content analysis. Through classifying into a couple sets of 
categories of similar samples of communication contents taken at different times, the 
trends of the content can be concisely described.  Through comparative analysis of the 
content available in different national countries, the resemblances and differences of 
the trends in these countries can be disclosed. 
 
The sampling of this content analysis is based on the assumption that communication 
content “expresses” or reflects some sort of so-called Zeitgeist, therefore content 
analysis of certain communication contents can be used as an index to attitudes, 
interests, values and mores of the population during a certain period of time.  
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“Teenage  magazines” as an important “bridge” connecting the other media in the 
teenagers’ media world actually offers the most “In” information for the leisure life of 
teenagers (what to read/listen/watch/play/wear, etc.). In this sense, it can be deemed as 
the “show window” of youth culture. Some among them successfully reflect the swift 
and subtle changes and trends of modern youth culture. In both countries the most 
popular teen magazines in the last decade (1995-2005) will be chosen as the 
representative samples. Hereby “most popular” refers to the biggest circulation as 
well as great influence upon youth audiences in their own country. In contrast to the 
popular teen magazines, one of the most influential magazines for younger readers, 
mainly pre-adolescents, with focus upon sciences, which turns out to be another 
typical theme of youth magazines, is selected in both countries respectively, as the 
other representative sample. With respect to the title of this dissertation, the term of 
“youth culture” refers to everyday talk. The differentiations of such an ambiguous 
term according to sociological conceptions would be worked out in a special chapter. 
 
To sum up, in a context of the combination of globalization and media environment, 
youth seem to develop a similar subculture of their own generation world widely in 
contrast to more distinguished adult culture. With no doubt that it’s impossible to 
eliminate the differences deeply rooted in the societies, nations, lands and their 
histories and traditions. Therefore, what is discussed here is exactly in which degree 
has youth culture been involved and influenced by the accelerating globalization 
process and what it will result in the coming future. 
 
According to the formulation of the central question mentioned above, major 
categories such as origin (domestic, foreign) / subject matter (entertainment, puberty 
problem, free time, others) and indicators such as percentage of the items of certain 
categories among the total items, are developed systematically and respectively. 
Different sets of categories can be correlated with each other. Analysis units could be 
theme, item, words, space-and-time measures for verbal symbols, and forms and 
designs for non-verbal symbols will be applied to complement the concrete analysis 
of the selected sample contents. 
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Chapter II Context: The Globalizing (Post) Modern  
   Society 
 
 
 
The nowadays society in which we are living is undergoing two main development 
tendencies, which seem to get running against each other: on the one hand, there has 
been an increase of self-orientation, freedom of choices and push of individualization, 
as a result of increasing discard and lose of social-cultural background of traditional 
collective organizations’ form and identities (with living milieu, church, party, 
neighborhood, etc.), life plans and decisions; on the other hand, just in the same way, 
a “de-individualization” develops in the sense of the accelerating global and anti-
traditional exchange of persons as resulting from domination of markets and 
economy. But they run together in the way of a hypothesis of modernization as 
general the general way of development. 
 
To understand the coming forth of our modern society, a glimpse over modernization 
as a central researching question in modern social sciences might be necessary.  Its 
great popularity in sociology and political science in the 1950s and 60s, mostly with 
regard to developing countries and the concept of modernization established itself in 
the political-ideological climate of the years after WWII, was followed by the 
subsequent disappointments deriving from the difficulties and failures of efforts at 
economic growth and social transformation in developing countries and the crisis of 
American hegemony in the 1960s following the Vietnam war, which fostered many 
criticisms of the classic theory and brought on a decline in interest in the next 20 years 
and also almost the abandonment of the concept of modernization. New research 
perspectives including the historical sociology of modernization (such as Bendix, 
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1964 and Moore, 1965) and the comparative historical analysis of political 
development (such as Rokkan, 1970), and the neo-Marxist approaches of dependency 
theory and world-system theory, together with the alternative theories of 
modernization contributed by writers such as Shmuel Eisenstadt, as well as later 
studies on non-western countries, for example, the new political economy and the 
comparative analysis of cultures, develop jointly in the direction of multiple 
modernities approach, which implies the plurality of different routes to and through 
modernity. Hereby the concept of modernization is historically defined, referring to 
“the sum of processes of large-scale change through with a certain society tends to 
acquire the economic, political, social and cultural characteristics considered typical 
of modernity” (Martinelli, 2005: 5). It is a process which tends to be global in the 
sense of that it is spreading world-wide as well as it is affecting all aspects of social 
life. In spite of the decline of importance as an independent actor in the global 
context, the nation-state continues to be the basic socio-political analysis unit in the 
studies of modernization, examining the time periods and sequences of modernization 
processes triggered by domestic factors as well as international factors. 
 
Starting in the mid-1980s, the debate resumed with vigor, with the term “modernity” 
which is often preferred to the more ideologically loaded modernization, as a result of 
combined effect of vast processes which can be summarized into three groups: first, 
the transformation of capitalism in the unfolding of the post-industrial society, which 
stimulated the reflection of post-modern sociology and the reactions of many who 
maintain that the process and the project of modernity is far from being accomplished 
and we still live in the epoch of late or radical modernity; second, the rapid and strong 
economic development in some Asian and Latin American countries that are 
following different routes toward modernity, which share the effort of building an 
alliance between economic liberalism and state authoritarianism (China as a good 
example); and third, the fall of soviet Union and Eastern European bloc and their start 
of a difficult economic and political transformation in the post-soviet and post-
communist period. “These profound and often traumatic changes revived interest in 
the theory of modernization” and “also kindled a critical reflection on the concept of 
modernity” (Martinelli, 2005: 2-4). The fall apart of communist authorities in Russia 
and eastern European countries, in particular, has stimulated social scientists, 
especially sociologists to throw their light upon the gradual and radical changes 
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happened in various aspects of the modern western societies, not only political and 
economic, but also social and cultural ones, leading to a renewed debate over the 
uniqueness of modernity or the existence of multiple modernities, as well as over the 
real or presumed passing of an era from modernity to something different (post-
modernity), and over the costs and benefits of modernity. 
 
While the industrial societies carry following characteristics like urbanization, 
industrialization, occupational specialization, investigation of sciences and 
technologies, bureaucracy, trust in a legal and rational state power, a relatively high 
social mobility and stress upon an obtained instead of a born social status, a high level 
of legislative school education, weakening of fixed gender roles, high standard of 
material well-being, and a much higher life expectancy, compared to pre-industrial 
societies; post-modernization doesn’t connect itself with such elements mentioned 
above, but leads to a humane society with broader space for individual autonomy and 
self-realization, compared with societies before. As Ronald Inglehart (1998) 
distinguished his modernization theory in following aspects from most modernization 
theories, which, in his term, could be described as the characteristics of the “post-
modernization”: first, the changes during this process are not linear; second, no single 
factor like economy, culture or politics is determinant. The connections between all 
these factors support each other; third, modernization doesn’t mean “westernization” 
but globalization; fourth, during the transformation of the society from modernization 
to post-modernization, it’s more possible for the society to achieve democracy. 
 
Globalization, propelled by continuous and various on-going technical innovations, 
especially in the field of communication technologies, is thought to be the main force 
which has led to the spreading of the (post-) modernity,  the cultural pluralism and the 
coming forth of an interconnected global society without a single dominant center of 
economic, political or cultural power. As one of the characteristics of post-
modernization or “reflexive modernization” which obviously accelerates and 
continuously reshapes this process, globalization is the most visible consequences of 
the project of modernity, which occupy a central position in the re-examination of the 
(post-) modern society and its (post-) modernity, especially in those theories of 
Giddens and Beck (Beck, Giddens, & Scott,1994). 
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Although “globalization” as a term, appeared increasingly intensively in mass media, 
political discussion and even academic debates, it's often used in broadly and loosely 
way, remaining a term of complexity and far from being explicit. Academic 
understanding and definitions of the term since the late 1960s varied and vary in 
different perspectives. Amongst the rich and diverse literature about globalization, 
most theorists are classified or identified in a similarly dichotomized way: “globalists” 
vs. “skeptics” (Held & McGrew, 2005), “liberals” vs. “skeptics” with an additional 
third group between the two extremes “moderately optimistic” (Busch, 2000), as well 
as the three axes of Martinelli (2005), namely “hyperglobalizers vs. skeptics, neo-
liberals vs. neo- Marxists and radicals, homogenization vs. heterogeneity”. Whilst 
globalists, hyperglobalizers, liberals or neo-liberals often look at the positive aspects 
of globalization and the great benefits that are apparent everywhere, either in the 
economic terms or in the impacts upon nation-states; skeptics, neo-Marxists and 
radicals believe that globalization is responsible for the negative economic, political 
and ecological outcomes such as poverty, inequality, miscegenation, injustice and the 
erosion of traditional culture which, they contend, all occur as a result of the 
economic transformations related to globalization. The third dichotomized group 
“homogenization vs. heterogeneity” focuses mainly on the cultural perspective of 
globalization, since there are also some theorists like Roland Robertson (2000) who 
see more importance of culture in globalization. Giddens (2005) summarized that the 
discussion of globalization was thought to be mainly derived from two kinds of 
literature: one is that of international relations, which view that nation-states are 
becoming progressively less sovereign than they used to be in terms of control over 
their own affairs; another one is the so-called “world-system theory”, especially 
associated with Immanuel Wallerstein’s Marxist approach, which concentrate upon 
capitalist economic influences. For Giddens (op.cit.) himself, globalization refers 
essentially to the stretching process of the local and distant social forms and events in 
the framework of time-space distanciation at a much higher level. The world capitalist 
economy and the nation-state system, in Giddens’ view, are only two of the four 
dimensions of globalization. The other two are the world military order and the 
industrial development (Giddens, 2005).   
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Nevertheless, globalization has had a tremendous impact on culture around the world. 
As some sociologists1 pointed out, communications systems, from telegrams to high 
speed internet, which connect the time and places, so that the relations between 
scattered points and events can be generated, play an especially important role within 
the process of  globalization. From the invention of press to the first wave of radio, 
from first telephone to mobile phones with digital camera, from black-white analog 
TV to satellite TV and to digital TV, almost every step of the development of media 
witnessed the fundamental change happened to the construction of communication 
patterns of people, which also influenced upon the everyday life, the social and 
cultural aspects of human society. Looking at the present media environment, we 
would probably find that it is an interactive, globally communicative network which 
makes Marshall McLuhan's concept of “global village” (McLuhan, 1960) possible. 
The development of communication systems is deeply intertwined with the process of 
globalization, and it therefore has great impact throughout the whole world.    
 
Driven by communication technology and the worldwide marketing of mass cultural 
industries,  this so-called “cultural globalization”, was understood firstly as a process 
of homogenization, as the global domination of western or American culture at the 
expense of traditional diversity. Closely connected to the dependency theory, the 
cultural imperialism spread soon after the decolonization, in which mass media, 
especially television, mainly controlled by American and western countries are 
claimed to be the driving forces behind the homogenization of western culture. 
Although this media-dominated cultural imperialism theory has some merits and 
should also be taken seriously, it has been increasingly criticized for its overstress of 
ownership, structure, power relationships, overwhelming influence of media in 
individual nation-states, while ignoring the audience as active actors. However, the 
emergence of waves of movements protesting against globalization provided evidence 
to this defense of local uniqueness, individuality, and identity. There is growing 
interest in the personal identity, cultural originality, and racial and ethnic differences, 
as a reaction to the trends of homogenization, which influenced the debate during the 
last decades. As a result, “an emphasis on individuality and cultural specificity, and 
                                                
1Anthony Giddens, for example, also agreed that cultural globalization should be counted as a further 
and quite fundamental aspect of globalization, lying behind each of his four institutional 
dimensions, which was dramatically driven by “mechanized technologies of communication”. 
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the necessity to protect them from the standardizing pressure of power structures and 
ideological manipulation overshadows the topic of universality” (Demenchonok, 
2002: 185). 
 
Among the critics of homogenization, the most distinguished arguments come from 
the audience studies and cultural studies, both of which pay greater attentions to the 
independent role of culture. Concerning with the process of appropriation of the 
globalized communication products, John B. Thompson (2005: 256) observed that 
as symbolic materials circulate on an ever-greater scale, locales become sites 
where, to an ever-increasing extent, globalized media products are received, 
interpreted and incorporated into the daily lives of individuals. Through the 
localized process of appropriation, media products are embedded in sets of 
practices which shape and alter their significance. 
This point is also affirmed by John Tomlison (2008: 321) through the analysis about 
the audience research of watching American TV series Dallas, which indicates that 
“audiences are more active and critical, their response more complex and reflective, 
and their cultural values more resistant to manipulation and ‘invasion’ than many 
critical media theorists have assumed”. 
 
Other major critics involve the new global media system itself. The following 
characteristics of global communication are suggested by Thompson (2005) in his 
analysis about the development of global communication:  transnational 
communication conglomerates as key players; the social impact of new technologies; 
the asymmetrical flow of information and communication products; and the variations 
and inequalities in terms of access to the global network of communication. The 
transnational media enterprises compete against each other not only nationally but 
also globally, which is no more comparable to the national-interest based cultural 
imperialism paradigm. Robert W. McChesney (2005: 265-266) wrote in his analysis 
of new global media system that 
while the “Hollywood juggernaut” and the specter of US cultural imperialism 
remains a central concern in many countries, the notion that corporate media 
firms are merely purveyors of US culture is ever less plausible as the media 
system becomes increasingly concentrated, commercialized and globalized. The 
global media system is better understood as one that advances corporate and 
commercial interests and values and denigrates or ignores that which cannot be 
incorporated into its mission. 
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He criticized further that with hyper-commercialism and growing corporate control 
comes an implicit political bias in media content. Consumerism, class inequality and 
individualism tend to be taken as natural and even benevolent, whereas politic 
activity, civic values and anti-market activities are marginalized (McChesney,2005).   
 
The cultural globalization has been arousing growth of cross-cultural contacts; access 
to newly-formed identities which embraces cultural diffusion; and the desire to 
participate in a “world culture”, although in Anthony Smith’s (2005) point of view not 
only the idea of the world culture vague and imprecise, but there is very little 
evidence that national cultures are being swept aside. Smith (2005) argues further 
that, despite global shifts in the technical and linguistic infrastructures of 
communication, it is highly unlikely that any kind of global culture will supersede the 
world of nations. In his analysis of cultural encountering in the process of 
globalization, Kevin Robins (2005) also pointed out that there is not only creolization 
or hybridization, but the process can be equally associated with confrontation and the 
collision of cultures, even within the Western world itself. 
 
One of the most important results of the process of post-modernization would be 
individualization. “Individualization” means that in the modern society the individuals 
must “produce, stage and cobble together their biographies themselves” (Beck, 
Giddens, & Scott, 1994: 13). On the one hand, this concept means that the 
degradation of traditional social forms and institutions, in the case of former eastern 
bloc, even including China, although development there is not exactly the same like 
other states of eastern bloc, this means the collapse of state control. On the other hand, 
the new demands, controls and constraints in the modern societies are directly 
imposed upon individuals. But this fact does not mean that individuals can make their 
decisions freely, rather that their decisions are dependent upon “overall conditions and 
models of welfare states, such as the educational system, the labor market, labor and 
social law, the housing market, and so on” (Beck & Beck-Gernsheim, 2002: 46). 
Taking the present Chinese society as an example, we can obviously see the 
confusions of the people about the shifting values on careers, marriage and family 
relations since the breaking down of the collective system and the “iron rice bowl” 
which it has offered to the people. Although people are now allowed and expected to 
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make their lives at their own hands, they are hesitated to take pace and must learn how 
to cope with all the situations and challenges by themselves step by step. The 
insufficiency of welfare institutions and market system there make this prompt 
“individualization” fragile and vulnerable.        
 
Correspondingly, the prominence of the questions of identity in post-modern society 
is both a consequence and a cause of changes at the institutional level. For example, 
migration caused by the labor mobility in the global market and large-scale political 
changes like the collapse of the communistic bloc in the 1990s forge new identities to 
be shaped, which might be uncertain and conflicting and therefore arouse identity 
confusion for individuals. Thus the most micro aspects of society, e.g. individuals’ 
internal sense of self and identity, and the macro picture of the state, multinational 
capitalist corporations, and globalization are connected to each other. These different 
levels, which have traditionally been treated quite separately by sociology, have 
influence upon each other, and cannot really be understood in isolation. As some 
theorists have argued, globalization and changes taking place on global and national 
scales have obvious impact upon local and personal levels, generating social changes 
like “dislocation” (Ernesto, 1990) of the center of all social relations. There is no 
longer a core or center such as social class in the Marxist paradigm, which dominates 
and determines all other social relations. Instead there is a multiplicity of centers, for 
instance, gender, race, ethnicity or sexuality, as Kathryn Woodward (1997: 22) 
described: 
Political identities and allegiances have shifted, with a move away from 
traditional, class-based loyalties towards 'lifestyle' choices and the emergence of 
'identity politics', where ethnicity and race, gender, sexuality, age, disability, 
social justice and environmental concerns produce new identifications.   
Yet individuals living in this changing social structure participate in different 
institutions, including families, peer groups, work and political places, at different 
times and in different locations. In each occasion different identity is involved 
according to the social role the individual is playing. Between the different identities 
of the same individual there may be conflicts, and at the same time there are also 
tensions between social expectations and norms. All these lead to the fluid changing 
status of identities and identity confusion, which could in an extreme situation, 
develop into a crisis of identity. 
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Although globalization is frequently claimed to be destructive of cultural identity, in 
particular, of patterns of national identity, Tomlinson (2005) argues that the 
intensification (of globalization) has coincided with a dramatic rise of social 
movements based around identity – gender, sexuality, religion, ethnicity and 
nationality – and this is partly to be understood as a result of process internal to 
globalization. For the institutional social life of (western) modernity is spread by 
globalization itself. The latter distributes over space and time the core institutions of 
modern life, including the nation-state, urbanism and explicit locally based identity 
patterns (Held, D. & McGrew, A., 2005: 236-237). Globalization has problematized 
“identity” in many parts of the world, where previously the routines of everyday life 
were such that identity was not a central concern (Tomlinson, 2005). Thus in a context 
of globalization where the boundaries of nations and local communities have been 
broken up, the identities and the crisis of the identities are promoted by the cultural 
convergence or homogeneity, producing new shared “global” identities through 
changes in production and consumption patterns, such as eating same Macdonald 
foods, listening same pop music, etc. which, in turn, could lead to the conflicts and 
tensions between these new “global” identities and the existed national or local 
identities. 
 
Jeffery J. Arnett (2002: 777) examined the snapshots of the confrontation of 
local/national culture and “global” culture crossing regions and confirmed the 
following common features: there is a notable increase in the frequency and intensity 
of the contacts with the global culture “led by the West and defined by free markets, 
consumerism, and individualism”; people in urban areas experience it in much greater 
intensity than those in rural areas; the values of global culture often collide with 
traditional cultural values, causing the challenge of adapting to both cultures; 
globalization is seen as a source of opportunities, but also as a source of problems, 
and organized resistance have developed to the economic and cultural disruptions it 
causes. He suggested that the concept of bicultural identity, which has been discussed 
only in relation to the identities developed by immigrants and members of ethnic 
minority groups, could also be applied to globalization (Arnett, 2002). In the context 
14 
of globalization, people will also experience the “acculturative stress” 2  like 
immigrants, which is derived not form the conflict between their original culture and 
the new culture the immigrants are entering, but from the local culture and the new 
“global” culture. 
 
Arnett (2002) stressed the especial vulnerability of adolescents to this problematic 
process and subsequent suffers from identity confusions, while they are still wrestling 
with issues of individual identity. Lene A. Jensen (2003) explored further the 
implications of globalization for adolescents’ cultural identity formation through the 
cases of Inuit youth in Canada and India youth. He discussed three emerging 
complexities of contemporary adolescents growing up in a multicultural world and 
concluded that the adolescents’ cultural identity formation encompasses the classic 
form of acculturation based on first-hand interactions as well as a more recent form of 
acculturation based on media exposure; they may have to form their cultural identities 
with different end goals and different paths to these goals; and finally the 
multicultural identity formation in adolescence is likely to involve gains and losses 
which are influenced by various and complex factors. 
                                                
2According to psychologist John Berry (1997), the process of acculturation occurs when groups of 
individuals having different cultures coming into continuous first-hand contact with subsequent 
changes in the original culture pattern of either or both groups. There are usually four typical 
patterns of acculturation, namely Separation, Assimilation, Integration and Marginalization, which 
produce to different extent acculturative stress.   
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Chapter III  Understanding Youth in the West and East: the 
   Background 
 
 
 
In different societies younger generations are differently viewed and treated. If we 
would like to have an insight upon the unique characteristics of the youth in west and 
east, we would first go back to the earlier time of the societies and throw a brief 
glimpse upon the backgrounds and the origins behind them. 
 
 
3.1 Understanding Youth in the Western Societies 
 
 
3.1.1 Historical Development of Western Societies and the Rising of 
“Adolescence” as a Life-phase 
 
In western countries, sociologists and psychologists have long suggested the 
importance of the adolescent period of the human life-course. Since the very 
beginning of the concern about this period of life, it has been described as a “storm 
and stress” period (Hall, 1904), a transitional period that an individual inevitably 
passes through in his growth from childhood to adulthood. Nevertheless the research 
of adolescence had not been explicitly developed as a branch of sociology and 
psychology until the modern educational institutions for under ages came into being 
in the early part of the 20th century. To understand it better, we should look back into 
the recent history of European society. 
 
According to historian Edward Shorter (1988), when we speak of a “traditional” 
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European society, we are mainly referring to the society, which was developed in an 
era beginning from the 16th century with the protestant reform as its start point and 
ending at around middle 19th century. In this traditional society, most people lived in 
the countryside and over there the “community” where they dwelled, in most cases 
the villages, somehow organized their daily lives. Under ages were more controlled 
by the collective life within the community than their own families. Actually, “youth” 
as a concept in a pre-industrial society did not refer to a clear defined age group as 
what we know in our society. It could vary from children just past their first decade of 
their lives to young people who were in the end of their twenties, if still not married. 
We cannot distinguish children and youth in that era by the standard whether they live 
within their parents' house, either. Since children would be sent away to another 
household to work as servants at an early age of 7 to 10 and later at about 14 most of 
them would be half independent by either working as servant or making apprentices 
by a master or as students. In most European countries, there were no initiative rituals 
like those in some so-called “primitive societies” in Africa or pacific islands. In 
Germany, church confirmation had functioned as a kind of initiative rituals for the 
entrance into the period of youth, usually at the age of 14. After that, most “youth” 
living in the cities began their apprentices, while “youth” in the villages would be 
taken into the local youth group, the “brotherhood” (Bruderschaft) (Gillis, 1980). This 
kind of groups usually had their own strict rules, and members used secret names and 
codes to distinguish each other. They were also strong patriarchal organizations, in 
which younger and new comer were controlled by elder. Both brotherhoods and bands 
of handcrafter apprentices as well as students had no economical functions. The roles 
that they were playing are as moral supervisor and marriage anti-promoter. 
 
This old atmosphere was interrupted by the followed significant industrial revolution 
which initiated in Great Britain in the 60es of the 18th century and rapidly swept the 
European continent. Thus the so-called “modern society” went upon the stage of the 
history of human society. This process of industrialization lasted for almost two 
centuries and saw its end both in North America and in Europe in the 60es of the last 
century. During this period, European society has experienced enormous structural 
changes. Correspondingly behaviors of youth, their families, and even the whole 
society were altered to a great extent. 
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The first hundred years of industrialization saw the booming industrial factories 
crushing the traditional village environment as community. As a result, the authority 
of traditional communities was lost forever. Modernization and urbanization pushed 
young people to leave their countryside and rush into industrialized cities. This was 
especially the situation at the beginning of industrialization where even a lot of 
children workers were used in the factories. 
 
Old traditions and customs for the youth didn't fit into the new social and economical 
structures anymore. They changed themselves, combining to the new environment 
where youth live, and developed into different new versions for youth from different 
classes: the working class developed their own impacted youth culture, which came 
into being around the gangsters in the blocks of cities; the upper and middle classes 
had also established their own youth culture in the specific forms of the modern 
student movements and the Bohème (Gillis, 1980). The gangsters in the street took the 
place of “brotherhood” to organize the youth living in the block, who were mostly 
from poor working class families. Even when there was school obligation, few parents 
would like to send their children to school since they need their children go to work 
and do contribution to the family's income. The streets were for their children the 
schools. On the other hand, the students from middle class brought the old form and 
customs of youth “brotherhood” more political meanings. For them, to enter into adult 
status too quickly would be the cost of a better chance in the future. They need longer 
education and later satisfaction to insure their personal success. 
 
The failure of the revolution in 1848 in Germany marked a special point of European 
student movement. Youth stayed outside of the public sight till the end of the 19th 
century. Around the point of century change, new life-phase “adolescence” was 
developed. Actually, this discovery of the “adolescence” was attributed very much to 
the expanding middle class, who is the nearest neighbor class of aristocrats, feeling 
that school education a good preparation for their children to obtain better 
professional or vocational chances in the future. The result of this new care system 
about the elder children was that the period of dependence in the youth lasted longer. 
The legislated earliest age for youth to leave school has been always raised, for 
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example, from 11 years in 1880 tendentiously to 14 years in 1918,  and the 
widespread of the affluent middle-class families kept children from this class stay 
away from vocational life up to 18 or even early twenties. Therefore a new period of 
lifespan has been gradually outlined through this structural transition in society. This 
can also be reflected in the appearance of new form of magazines, which address 
especially the youth in this phase of lifespan, such as Boy's Own Magazine in 1855 
and its followers like Boy's Own Paper, Boy's Penny Magazine, Boys of England, etc 
(Gillis, 1980). 
   
G. Stanley Hall (as cited in Garrison, 1946), the father of adolescence research, 
actually saw the adolescence period as terminating around age 25 in his book 
Adolescence written in 1904. Restriction to a much shorter period of post-puberty in 
late teens was probably a product of convenience and practicality for research. Most 
young people were tied to compulsory educational system until around age 18 with 
graduation from high school as its end (Bynner, 2005). 
 
It's agreed in the course of (quasi-) sociological discussion that, in the pre-industrial 
society only offspring from aristocratic families had experienced adolescence in the 
sense of what the term means in the modern society of western world, although all of 
the children, either from upper class or from lower status, experienced similar 
biological changes to grow into maturity, either in the old times or in the modern 
society. The distinguish lies on the psychological, mental and social development of 
adolescents. 
 
 
3.1.2 Theoretical Statements on Development of “Adolescence” 
 
Now when we would like to go through the basic theories about adolescence, Hall 
(op.cit.) is usually considered to be the founder of the theoretical framework. He was 
among the first students of human development to use scientific methods in studying 
adolescents and to advance a psychology of adolescence. He expanded Darwin's 
concept of biological evolution into a psychological theory of recapitulation. He 
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pointed out that the experiential history of the human species had become part of 
genetic structure of each individual. According to the law of recapitulation the 
individual organism during its development goes through the same stages that 
occurred in the evolution of mankind. That is, the individual relives the development 
of the human race from its early animal-like primitive existence to the more civilized 
ways of modern man. 
 
A corollary to Hall's theory of recapitulation is his concept of human development 
through stages of growth. Hall proposed a four-division pattern consisting of infancy, 
childhood, youth and adolescence. The period of infancy comprised the first four 
years, which was followed by the childhood – the years from 4 to 8. Youth consisted 
of the years 8 to 12, which includes part of the period we usually refer to as 
preadolescence. Adolescence is the period from puberty until full physical maturity is 
reached, which according to Hall is comparatively late – between the 22nd and 25th 
years. These years correspond to what we now term adolescence and post 
adolescence, or youth. Hall described adolescence as a period of Sturm und Drang, 
“storm and stress”. 
 
In relation to the recapitulation theory, adolescence corresponds to the period when 
the human race was in a “turbulent”, transitional stage. The turbulent stage of 
adolescence, according to Hall, is revealed in the emotional life of the adolescent, 
which oscillates between opposites. “Gaiety, exuberance, ecstasy, and laughter may be 
followed by depression, despair, gloom and melancholy” 3  (Hall, 1904). In late 
adolescence the individual recapitulates the stage of the beginning of modern 
civilization. This is the end of developmental process; during this period the 
individual reaches maturity. 
 
Anyway, by the term of “adolescence”, different researchers may definite differently 
mainly according to their own academic backgrounds and their conduct of studies in 
different methods. Hall made use of diaries for gathering data about the nature, 
interests, and activities of adolescents. Diaries are supposed to reveal a great deal 
                                                
3Hall, G. Stanley (1904) cited in Garrison, Karl Claudius (1946), Psychology of Adolescence. Upper 
Saddle River, NJ. Page 8. 
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about the aspirations and problems of their authors which cannot obtained from other 
sources, although such material is subject to a certain amount of errors arising from 
the sampling of those who keep diaries and from the selection of materials to be 
included in a diary.  Margaret Mead (1973) and other anthropologists have provided 
us useful data about the nature of adolescence and the influences of cultural forces 
upon adolescent development and behavior through experimental method, namely 
field work in certain primitive cultures. Besides, statistical approach, which involves 
cross-sectional studies of certain behaviors, functions, or productions of groups of 
adolescents with respect to age and sex distributions and perhaps also with respect to 
socioeconomic and educational correlations, biographical approach, in which the 
investigator attempts to view one individual in the total context of his/her 
development, and developmental approach with its closely related longitudinal 
method,  which makes use of repeated measurements of same individuals over 
relatively long periods, are described as the three main methods that might be used in 
studying this period of human life. 
 
As a physiological phenomenon, adolescence means just what exactly its Latin 
original word “adolescere” means: “to grow up”. Despite the cultural and social 
differences, almost all the adolescents throughout the world, either in the past or the 
present eras, share the same experiences: rapid and pronounced physical and 
physiological growth. The slow and gradual growth of the child becomes even slower 
towards the end of one's childhood, and move into a period of accelerated and more 
irregular growth change of adolescence, which is noted to be resulted from both 
genetic and organic condition and environmental stimulation. Improved diets and 
nutrition have produced the generation of adolescents that are on the average taller 
and heavier than their parents. The most important physiological changes that signify 
the beginning of adolescence involves the sex glands. Secondary sexual 
characteristics appear: changes in hairline, pubic hair, skin structure, skin glands, 
voice and subcutaneous fat occur. Differences in rate of maturity frequently create 
confusions and embarrassing problems for adolescents. 
 
But if we take a social and cultural view upon adolescence, the situation varies from 
society to society and even within sectors of the same society. Social maturity is not 
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definitely bounded with physiological maturity. The effects of physiological changes 
seem to be greatly modified by social expectations and social institutions. Western 
industrial countries, in particular, have developed a complex culture system which 
requires a long period of training and education for the individual to master and fully 
participate in as an adult. Longer educational plans, stricter work laws about age limit 
to enter labor market and fewer employment opportunities for under ages, postponed 
median age of first marriage, etc. are factors that have increased the childhood 
dependency and consequently prolonged adolescence. In the rather primitive societies, 
this transitional period is, on the contrary, relatively shorter and abrupt. In Samoa, as 
Margaret Mead observed, taboos between boys and girls are lessened when they reach 
their puberty. After two or three years, separated groups of boys and girls tend to 
disappear and sexual relations usually begin (Mead, 1973). Several other researchers 
have also given us full and vivid descriptions about puberty ceremonies among the 
more “primitive” tribes. In most primitive cultures, puberty or say this physiological 
aspects of adolescence are socially interpreted with the purposes to provide training 
for manhood and womanhood and for work. In most situations, boy must accept 
ordeal to prove his courage and manhood; whilst girl must be prepared for marriage 
and family life.   
 
Societies differ also as to how freely they permit their young people to accumulate 
knowledge and experience, to act and think, especially when they attend to going 
towards attitudes, beliefs, morals and values which might be contrary to those of the 
older generations. Adults tend to select the cultural content that is passed on to their 
offspring and protect them from opposite experiences. This can be obviously observed 
in religious, political, moral and social teaching systems in particular. This also 
contributes to the postponement of social maturity to sometime beyond physiological 
maturity. Since younger generation is better and faster informed and influenced than 
their parents, this would only arouse more frequently generation conflicts, resulted in 
a larger and deeper generation gap. 
 
The adolescent period has also been depicted as an “in-between” period. During it, the 
individual may display many childlike characteristics; meanwhile he/she is striving to 
be grown-up in nature. Observations of and experiences with these individuals have 
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revealed the fact that they cannot be treated as children any more, and actually they 
resent such treatment. Yet the same individuals are by no means completely mature, 
and cannot be classified as adults. Therefore they fall into the in-between category: 
adolescents. The widespread of the term “teenager” in English language, when 
referring to adolescents and post adolescents, was initiated in about the 30es of the 
last century from an unknown source. Actually, this word has been disliked by 
teenagers, because it has always been connected to adult criticisms of them, almost 
with the same meaning of problems and juvenile delinquency. In German language, 
the teenagers were sometimes called Halbstarke, meaning “half-strong ones”, which 
indicates this in-between characteristic, too.   
 
 
3.1.3 “Developmental Tasks” of Adolescents 
 
Once live in a society, there would be various roles expected of individual to fulfill 
and act at the different stages of life.  At the stage of adolescence, the individual is 
encountered with many difficult developmental tasks. William James suggested that 
during the adolescence the most important challenge for young people is to develop 3 
parts of the self: the material part (body, possessions, family, and home), the social 
part (recognition from others, social identity, relations, roles, reputation) and spiritual 
part (turmoil, rebellion) (James, 1890). Other scholars have divided this self into a 
finer 5 aspects: psychological self (impulse control, emotional tone, body-image 
scales), social self (social relationships, vocational and educational scales), sexual 
self, familial self, and copying self (mastery of the external world, psychopathology, 
superior adjustment scales). Especially in the perspective of mental development, the 
most influential cognitive theorist Jean Piaget (1953) has set forth the following 
chronological order of the development of mental process involving cognition: 
Birth to two years: the period of sensorimotor adaptation. 
Two to four years: the period of preconceptual thought. 
Four to seven years: the period of intuitive thought. 
Seven to eleven years: the period of concrete operations. 
Eleven to fifteen years: the period of formal operations 
It is exactly during the period of adolescence that operational thought becomes 
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established, which is reflected in the adolescent's capability of reasoning 
hypothetically and independently of concrete states of affairs. Lee William Yudin 
(1966) found that an interaction of age, or maturity and intelligence contributes 
toward concept attainment and cognitive development. Anyway, other researchers, 
such as David P. Ausubel and Pearl Ausubel (1966) and David Elkind (1966), 
emphasized the importance of experience, in the contrast to Piaget's belief in a neuro-
physiological basis of cognitive development. 
 
Robert J. Havighurst (1948) has outlined some most important developmental tasks 
for adolescents in western industrial countries: achieving an appropriate dependence-
independence pattern: teenagers desperately want to break away from strict parental 
control, but they at the same time need the security of a close and happy home 
relationship; achieving an appropriate affectional pattern: although adolescents find 
gratification in achievement, they would find even more in affectional relations within 
their home and among their peers; achieving a sense of belonging: learning to interact 
with others of a group, including members of both same and opposite gender, is an 
important developmental task of adolescents, which in turn is closely related to the 
task of learning appropriate sex role; achieving an appropriate sex role: the task of 
learning appropriate sex role involves the acceptance and learning of socially 
approved adult male and female roles. One major problem would be the directing of 
the sex drive into culturally desirable channels; developing intellectual skills and 
concepts: the adolescent must not only acquire certain intellectual skills and concepts, 
but also acquire a better understanding of himself as a growing person and come to 
accept his/her possibilities and limitations; attaining economic independence: the 
selection and preparation of future vocation is getting increasingly important as the 
adolescent matures and nears the end of his/her schooling; developing conscience, 
morality, and a set of values: external controls are gradually replaced by internal 
discipline. Adolescents are concerned with ethical and moral problems and are trying 
to develop some standard or system of values to provide a stable guide in making 
decisions. 
   
These developmental tasks can be explained, on the other hand, by the need theories. 
According to need theories, behavior patterns develop as a result of an individual's 
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effort to satisfy his/her needs. Abraham Maslow (1954) postulated a hierarchy of basic 
needs in the order of priority: physiological needs, safety needs, belongingness and 
love needs, status or esteem needs, and self-actualization needs.  Among the needs of 
adolescent Maslow places the physiological need first in the hierarchy. Hunger and 
malnutrition may indirectly impact the individual's mental and intellectual 
development. Although the nature of sex-appropriate behavior of adolescents varies 
with age and cultural expectations, the physiological bases for the sex drive are the 
same, which has been closely related to the sex hormones – androgens and estrogens. 
The adolescent has not only physiological changes; he/she must also accept his/her 
bodily changes. Thus becomes the need for expression of changed physical self. They 
need opportunities to express the new and complex and mixed feelings about their 
body changes, if they want to develop healthy self-concepts. 
 
Once an individual's physiological welfare is assured, he/she experiences certain 
degrees of anxiety concerning threats to his/her body and sense of security. The 
insecurity of adolescence causes an intense need to belong, to be like their peers, and 
to be accepted by them. Besides, in order to become an adult, the youngster must get 
both physical and emotional independence from his/her parents. A sense of rebellion 
against acceptance of authority and a questioning attitude about the self and others 
would frequently appear among adolescents as two outstanding characteristics arising 
out of this need for independence. What is generally regarded as achievement need as 
it applies to school learning processes includes the needs for belonging, self-esteem, 
self-actualization, and the desire to know and to understand. In addition to the need 
for accepting the physical self, the adolescents need also to find and accept the 
cognitive self, which comprises total ideas and attitudes of a person about who and 
what he/she is. Sometimes adolescents may be strangely, even almost sickly 
preoccupied by the question of  what they seem to be in the eyes of others in 
comparison to what they feel themselves to be, and by the question of how to make 
connections between their up to now cultivated roles and knowledge and the ideal 
models of nowadays. When the adolescent must forge into an identity from the rests 
of the childhoods, according to Erik Erikson (1968), it may lead to the identity crisis, 
which is one of the many problems may occur in the period of adolescence. 
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3.1.4 Emergence of Youth Culture and Sub-cultures in the Western 
Societies 
 
The groundwork for the emergency of a youth culture, or in some aspects more 
exactly, an adolescent culture was laid with the industrial revolution which at first 
enslaved many children and adolescents but later freed them from the toil involved in 
making a living and providing for their material needs. Middle-class teenagers are no 
more expected to engage in productive labor, but rather to prepare for their future role 
in a middle-class society. They are given many privileges and a large measure of 
individual financial freedom but without the obligatory tie to significant others. 
 
Young people have gained much more economic independence instead of being 
strictly controlled by their parents as the older generations were in their adolescence. 
Young people are no more confined to the values, attitudes, believes, behaviors, and 
rules established by adults, especially by their parents and teachers. The younger 
generation tends to decide what they would like to consume both materially and 
spiritually/culturally on their own interests. With this background, some German 
sociologists stated that, youth phase in Germany has experienced certain structural 
changes. One among them is that there seemed to be an “unstructured” youth-phase 
caused by the differentiation process of the modern society (Olk, 1985). In this 
differentiated society, school, family, community, consuming places, etc. all have its 
own goals and functions, and they provide adolescents larger “playground” for their 
individual preferences and consequently result the development of individuality, 
which on the other side may also raise the risk of being failed to develop it. Others 
suggested a structural change of youth in the context of contradiction and conflicts 
between the youth as a “social program”, which is described as a certain organized 
form of socialization developed historically at a certain time point for a certain life-
phase. 
  
Self-development of adolescence has also been responded to the ever changing 
outside environment, in which adolescents are exposed. The stage of younger 
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generation’s meanings and values, cares and attentions has shifted from the 
socialization under control of families and schools to self-socialization. This is 
basically aroused from milieu of postwar industrial society in western industrialized 
countries. Since the 60es of the past century, from which on a post-modern society, or 
say late modern society, stretched, rapid economic and social development in these 
countries has brought affluence of middle classes, which occupied the leading spaces 
of their societies. Simultaneously, there is a phenomenon emphasized the emotional 
and sexual intimacy between the man and wife as the “new” core relationship in 
family life, whereas squeezing children towards the edge of family life. Nevertheless, 
teenagers themselves tend to agree upon this kind of parent-child contract, which 
leaves more freedom for their self-socialization through turning to media and peer 
groups. As concluded in the 14th Shell youth study 2002, the higher and higher degree 
of self-concentration of youth leads even to egoism, which could label the social 
character of nowadays youth generation as “ego-tacticians”. Under this title it 
embraces two meanings: ego-tacticians often sensibly inquire the social milieu for the 
information which stands in their personal developing plans, so that they can take best 
use of the situation and the available chances provided to them. At the same time, the 
basic setting of ego-tacticians would be made up of a mixture of optimism, 
convenience, temporizing and sounding attitude as well as the capability to take hold 
of the provided opportunities at the right moment (Deutsche Shell, 2002: 33). 
              
The Shell youth report of 2002 showed that the most favorite activities of youth in 
their free time focus upon these two categories: peers group and media. More than 
half of young people between 12 and 25 choose meeting other people as their favorite 
free time activities. It's followed by watching TV also with a rate over 50% (op.cit.: 
78). Besides sports, which are usually related with friends or other peers, there are 
also Internet surfing, reading and computer games which are media related activities. 
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Figure 3.1 The most favorite free time activities of youth between 12 and 25    
Source: Shell youth study (Deutsche Shell, 2002: 78). 
 Another survey, JIM 2005, made by MPFS (Medienpädagogischer 
Forschungsverbund Südwest) about youth, information and multimedia also provided 
proves for the Shell youth report. Meeting people once again took the first rank in the 
list of non-media free time activities 2005.   
Figure 3.2 The most favorite non-media activities of youth between 12 and 19 
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Source: JIM (MPFS, 2005: 6). 
  
 The media world, especially interactive multimedia, including computer, 
Internet, and even mobile phones, are regarded to provide various possibilities for the 
youth to explore and create their own worlds, to express themselves and to get 
experience of identification and socialization. A media daily life is of great 
significance for the youth living in a highly developed media world. According to JIM 
2005, although there is a difference between teenagers with different gender, age 
group and educational background by media usage, especially interactive media like 
PC and Internet, it is still can be said that overwhelming teenagers are enjoying a 
daily media life. Nearly every family of the interviewed youth has television, mobile 
phone, CD player and computer. Some families even have more than one of the above 
mentioned electronic apparatus. 89% of them have an Internet access at home. 
Concerning the ownership of one's own media by youth, mobile phone takes the 
leading place with a rate of 92%, while 90% of youth have their own CD player and 
88% have own radios. In such an environment media are tightly and deeply embedded 
into the life of youth today. In the list of media occupation of youth in free time 
watching TV (93%) still takes an advantage of other media in spite of the popularity 
of the so called new media, including computer (76%) and Internet (60%), which have 
already been greatly increased since last years (see figure 3.3 below ) (MPFS, 2005: 
11). 
  
It's not only distinguished in the structure of the media usage of youth by different 
gender, age group and educational background, but also their preferences, main 
activities as well as the integration of media products into real life and meanings. If 
we observe the thematic interests of youth according to genders, we would find out 
that male interests locate mostly in aspects like computer games, stuffs related to 
computer, sport, Internet as well as economy and politics; while female interests turn 
out to be mode/fashions, music and movie stars, but also school, health or arts and 
culture. What is important for both genders are the classic themes like love/friendship, 
music and movies. And both young boys and young girls have more or less the same 
level of interests in future career perspectives, environment or actual news and events. 
Youth with disadvantaged educational backgrounds have less interest in politics and 
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societies, while preferring to information about mode, pop stars or computer games; 
while youth with advantaged educational background, on the contrary, tend to turn up 
to serious media like public television programs and newspapers instead of tabloids 
and pop magazines. 
 
Figure 3.3 Media occupation in free time of youth 2005 
 
Source: JIM (MPFS, 2005: 11). 
 
However, media become generally the integrated experiencing and acting stage for 
teenagers in everyday lives with the following three main functions: firstly, media are 
used as guide for developing own concepts of personality and life. For instance, the 
teenagers taking advises from talk shows to form their social relationships and 
develop strategies for conflict resolving behaviors. Secondly, media are the sources of 
knowledge and information for them. It's essential that there is what they are really 
interested in. Thirdly, teenagers use media to develop their competencies of dealing 
with media products and media techniques, through which they create their own 
culture, such as soccer fans gather in forums to chat and build their fan clubs, and 
computer freaks exchange their experiences in their circle. 
                      
Besides the virtual world, in reality they built up so-called “parking lot subculture” or 
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avoiding the control of adults. As this aspect concerned, sociologists have highlighted 
the importance of peer groups and friends, and psychologists have provided insights 
into underlying developmental and cognitive processes of this particular life phase. As 
friendship is the most discussed theme in the research of adolescence, we would like 
to take a closer look into this category of adolescent world. Carl Grant and Christine 
Sleeter (1996) provide a typology for adolescent friendships, including “friends one 
does something with”, “friends one does things with”, and “best friends” among same 
gender peers, and “boy/girl friends” and “non-romantic boy/girl friends” among other 
gender peers. Hugh Foot, Anthony Chapman and Jean Smith (1980), Suzanne Kurth 
(1970), La Gaipa (1979) divided friendship of adolescence into following 4 groups: 
“acquaintance”, “just friends”, “good friends” and “best friends”. From a structure-
functional point of view, friends provide children and adolescents with a means of 
entertainment, a source of feedback, a feeling of belonging and a foundation of 
identity. Adolescent close friendships have been found to provide the benefits of 
intimacy, to enhance individuals’ interpersonal skills, sensitivity, and understanding 
(Youniss, 1980), and to contribute considerably to cognitive and social development 
and psychological adjustment (Hartup, 1993; Savin-Williams & Berndt, 1990). 
  
Exactly because of this free and open access towards individualization, diversification 
and pluralization of lifestyles, modes and codes, scenes and cliques, groups and 
subgroups, culture and subcultures, etc. in the  process of self-development, the youth 
generation since the 90s in the last century could not be defined as a “block image” 
any more. The concept of “patchwork youth” has been used to generalize these youth 
with patchwork identities in the (post-) modern societies. They confront different 
behavior manners, orientations, viewpoints, ideals, lifestyles as well as cultural 
modulations, expansions and style staging. Dozens of music directions, lifestyles and 
subcultures are at hand. If chronically observed, these scenes or styles become less 
and less lasting. In result there is the confusion of identities in the process of identity 
formation of the youth, which demands the high flexibility and distinctive capacity of 
reflexive self-control in order to cope with the diversity of requirements and 
alternatives. If in lack of these capabilities, it could lead to problems like identity 
crisis. 
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Concerning these aspects, however, it would not be safe to depict youth culture as a 
whole without differences and shades. At least, the minority of teenagers from the 
families at the lower or lowest status of the society should not be forgotten as the 
members of our research objects. Another extreme example would be the adolescent 
offspring of newly immigrated families, who are bearing the pain of both individual 
and cultural identity crisis at the same time. These adolescents may gather into their 
own small circles and form their own subcultures. Even among the majority of 
teenagers of middle-class families, there would also be various subcultures under the 
category of “youth subculture” due to the diverse interests and characteristics of 
individuals. This spectrum of subcultures of youth might cover youth addicted to 
alcohol, tablets, and other drugs; punks or neo-punks; football fans; green-
alternativlis; New age hippies; travelers; disco-kids; funsters and post-rococo-elegant-
new-wave-follower; Gothic; girlie; Hip-Hop; graffiti sprayer; skinheads; psychobillys; 
drop-outs and junkies; computer  and media freaks; techno, and so on (Frechhoff & 
Neubauer, 1997). 
 
 
 
 
3.2 Understanding Youth in China 
 
 
3.2.1 Adolescents in Pre-modern Chinese Society 
 
In comparison to the situation in western countries, teenagers in eastern countries as a 
distinct generation have not been greatly noticed until very recent years. Take a 
further look in China, where another culture and ideology predominates, we would 
see more differences in the background. Conceptualization of adolescence and 
research about it are something transplanted from western countries. In traditional 
society in China the age group “teenager” in its modern meaning didn't exist. Most 
children of plebeian families reached their adolescence would be considered already 
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as mature human to enter vocational and even marital life. Only offspring of aristocrat 
families could enjoy the longer adolescent period by attending official or private 
Confucian schools, in which they were taught the lecture of Confucianism in order to 
make preparation for their future roles as bureaucrats of their monarch. As we look 
back at the far early time of warring states period4, we could already find literature 
about the description of rituals for children to enter manhood: boys would be accepted 
as adult when they reached 20 after a set of completed ceremonies, which are named 
Guanli, since the core of this ceremony is to change the hair style of boys with a 
special crown only for aristocrats to wear. Girls reached their adulthood at 15 with 
another ceremony named Jili, which is also related to changes of their hair style and 
after this ceremony the girls were ready for marriage (Li, 2005). These limits of age 
were not so strictly followed by poor families, and they tended to let their daughters 
marry earlier and their sons also earlier take part in their family business if they had 
one or work somewhere else to earn money to subsidize the whole family. This 
situation is similar to the situation of teenagers in western countries in their traditional 
eras. 
 
However, a modern concept of adolescence and the subcultures of adolescents have   
not been completely developed in China, ignoring the introduction of modern 
education system from western countries. This may be explained partially by the 
deeply rooted Confucianism in China, which emphasizes the obedience of younger 
people to older people, particularly children to their parents, while disregarding the 
independence and individuality of youth.  Teenagers as well as children have long 
been treated as creatures without their own thoughts and ideas and should listen to 
adults. After the foundation of the P.R. China, the whole society was highly organized 
by communistic party and government. There was little space and freedom to evolve 
an individualized self-socialization for teenagers. Their socialization processes were 
strictly controlled by parents, educators and the political organization, namely the 
Communistic Youth League. What’s more, mass media kept undeveloped, and few of 
them were addressing youth. This situation has not been changed much until the very 
recent decades. 
 
                                                
4Warring states period (zhanguo) existed from about 476 BC to 221 BC, before the first empire Qin in 
China.   
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3.2.2 An Overview of Chinese Adolescents before 1990s 
 
The most important issue and developmental task for adolescents in modern Chinese 
society should be mental development and academic improvement in schools. When 
teenagers in western countries are worrying about how to keep fit and how to win a 
girlfriend or boyfriend, their Chinese peers are worrying about their never-ending 
homework at home and tests at school. Besides the eastern tradition and culture as 
influencing factors, the intensive competition within Chinese basic school education 
system also contributes considerably to this situation. The academic appearance in 
high schools directly decides the future development (mainly vocational) of young 
people. Since 1977, in which College Entrance Examination system was recovered 
after 10 years' break during the Cultural Revolution, having enough scores to enter 
colleges or not, to enter a good-quality college or a poor-quality one becomes 
crucially significant for middle school students. In some provinces competition would 
be so great that only one tenth of the middle school students could be chosen out and 
go further into universities. At the meanwhile, the other vocational education 
institutions were not widely and well developed, which decreased the chances and 
squeezed future developing room for the other 90% young people who failed to go to 
colleges. Generally speaking, in economically and educationally better developed 
regions like Beijing, Shanghai, Jiangsu province, Guangdong province, competition 
would be mild and with more other possibilities and choices except from entering 
colleges; on the contrary, in relatively undeveloped regions like provinces in north 
west and middle China, competition would be fierce and hard and there would be 
nearly no other good chances as entering colleges. Under such a situation, it would be 
no wonder that schools and teachers as well as parents care much more about scores 
that adolescents in schools obtain than their complete self-development in many other 
perspectives. 
 
During a rather long period of time families and educational institutions in China have 
been always instructing adolescents to pay most attention to spiritual and social self 
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by self-development5, while speaking of very little or nearly nothing about body and 
sexual development or psychological development. This could be counted as another 
distinguished characteristic of adolescents' development in China. Sex and sexual 
activities during adolescence have been regarded as “taboo” for both youth and their 
parents and educators. Genital organs would be skipped over in the class of 
physiological health in most middle schools. Mass media, even the media specially 
addressing youth, for instance, youth magazines, are full of either learning help stuffs 
or ideological and ethic propaganda, without conveying any necessary information 
about the changes of adolescents' bodies. Neither romance nor platonic cross-gender 
relationship has been officially allowed or encouraged. Adults try their best to keep 
boys and girls away from each other. Even in peers group a secret romantic 
relationship between a boy and a girl would be destroyed when the others have found 
out the truth. Adolescents who are experiencing the anxieties, pains, and confusions of 
their puberty are shamed to go for help and actually haven’t good channels to 
overcome the problems. In result, it causes only turmoil and rebellions in some cases, 
depression and frustration in other cases.   
 
 
 
3.2.3 The New Generation Born after China's Open and Reform 
 
The social milieus for the youth who were born after China's open and reform and 
have grown up in the second half of 1990s are relatively opener and freer, in which 
youth are more and more surrounded by mass media like their peers in any other 
developed western countries. While their parents might had very few chances to 
watch television and even never have had an idea about computers and mobile phones 
during their adolescence, the new younger generation in China, especially in urban 
areas, are now getting used to all kinds of media around them. They watch television, 
listen to pop music from radio, read books, newspapers and magazines, play computer 
games and on-line games, and entertain themselves through surfing and chatting in 
Internet. They even have learned to use media selectively according to their own 
                                                
5 We should notice that this development of “spiritual and social self” in Chinese context is much ethics 
and ideology oriented, in order to fit into the Marxism’s guidelines and frames. 
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preferences. This, plus the intention of commercialization of mass media, finally leads 
to the pervasiveness of pop culture and the recession of official ideology and so called 
elite culture. 
 
A recent survey among children and teenagers in Shandong province showed that 
38.7% primary school pupils prefer to watching foreign TV cartoons; 46.5% middle 
school students prefer to watching Korean, Japanese and Hong Kong/Taiwan TV 
dramas; 80% of all the middle school students and   primary school pupils involved in 
the survey have already watched the worldwide  famous movie “Harry Potter”, and 
among them 45% have read the original book because of the movie; 50.8% use PC 
and Internet mainly to play games, while 25.5% are using  them to get information, 
17.2% for surfing and chatting, and a few for writing and sending emails; 79.3% 
students are collecting toys and cards with figures and images appeared in Japanese or 
Korean cartoons, and etc (Dong, 2004). These scenes would be unimaginable for the 
generations before them when they were in their adolescence decades ago. These 
phenomena, on the one hand, come into being due to better economic status of their 
families and more after-school free time left for youth. Concerning this aspect, we can 
also find proofs from the gradually changed basic school education system since the 
second half of 1990s, which is caused by the college education reform. Enlarged 
recruitment, charge of tuition and appearance of private colleges allow more and more 
young people to receive college education, despite that some other problems are 
aroused, such as rising tuition keeping poor students out of the door, poor teaching 
quality offered by unqualified teaching staff, etc. Correspondingly, academic 
competition within middle schools is gradually alleviated. Some developed regions, 
for example, Beijing and Shanghai, have attempted to adapt new forms of College 
Entrance Examination which are not only academically orientated, but also include 
testing of other capabilities and skills. 
 
On the other hand, these phenomena also disclose indirectly that the attitudes of 
parents and educators treating their offspring are getting more tolerant and open-
minded. Youth are allowed to use or own household electronic apparatus, especially 
PCs. Personal communication tools like mobile phones or beeps are also getting 
widespread among youngsters. As a result, mass media nowadays gradually occupy a 
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central and important role in the process of self-socialization of youth. Many recent 
researches about life styles and values orientation of youth in the modern society of 
China agree that, mass media are offering alternative entertainment to young people, 
including music tapes or CD, TV programs or movies as well as the virtual world of 
Internet, which also belong to their favorite free time activities, besides participating 
in activities with their peers group like playing football or games.  What's more, living 
an “electronic life” is now the fashion that youth are after: the most important 
meaning of Internet and computer is, for youth, not the information which could be 
provided, but the entertainment and life style itself (Bu & Guo, 2001). 
 
As a support, the result of a certain survey shows the most favorite free time activities 
of youth in the following table. Among them “at home (watching TV/videos, etc.)”, 
“go to cinema”, “go to Internet cafe” are all entertainment offered by mass media. 
 
Table 3.1  The most favorite free time activities of youth (China) 
rank options numbers percentage 
1 meet friends/peers 1094 40.4% 
2 go excursion 905 33.4% 
3 at home 903 33.3% 
4 go shopping 894 33.0% 
5 go to bookstore/library 851 31.4% 
6 sports 530 19.6% 
7 go to Internet cafe 449 16.6% 
8 go to park/playground 305 11.3% 
9 go to cinema 290 10.7% 
10 others 118 4.4% 
11 go to disco 86 3.2% 
12 go to game centre 70 2.6% 
Source: Shen, 2003, self-translated and edited. 
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The same survey also provides proofs that mass media as well as Internet are among 
the most influential media by introducing the most “In” information for youth, the 
main target groups who are always after latest fashions and trends. 
 
Table 3.2  The most influential channels upon youth in introducing 
   fashion and information (China) 
rank options number percentage 
1 movie/TV/radio/newspaper/magazine 988 37.3% 
2 classmates/friends 938 35.4% 
3 realistic life 393 14.8% 
4 Internet 138 5.2% 
5 others 69 2.6% 
6 teacher 67 2.2% 
7 parents 66 2.5% 
Source: op.cit., self-translated and edited. 
 
Other researches point out  that middle school students who are entering their puberty 
may try some “unusual activities” (which means usually not allowed for them), such 
as dying their black hair into other colors, to pursue individuality; developing an 
“underground” romantic relationship with another gender in the campus or secretly 
visiting pubs and discos after school might be done out of curiosity under certain 
conditions; some activities like having sex, making a punk hairstyle and smoking 
would be tried only under extreme conditions. 
 
3.2.3.1 Differentiation in Region, Identity, Gender, and Age Period 
 
Nevertheless, in a country which is undergoing so comprehensive and unbalanced 
social and economic development like the modern society of China, it would be 
dangerous to ignore the great differences in the backgrounds when we are taking 
individuals as objects to be handled and analyzed. As we consider the concrete 
individual adolescents with different demographic characteristics, we can see great 
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differences between them, especially those between individual adolescents from 
different areas. A recent survey concerning pop youth culture (namely the following  
four aspects: “star worship”, “fashion consumption”, “popular words”, “Internet 
usage”) conducted among youth groups from different regions, in different genders, 
identities and age periods, provided researchers  powerful arguments for this 
statement (Tian & Yang, 2003). 
 
According to this survey, taking the phenomenon of “star worshiping” as an example, 
the worshiping of stars among teenagers in urban areas is much stronger than among 
those living in towns and villages. Urban teenagers spend much more time and money 
upon worshiping their favorite stars: the percentages of having taken following 
activities, such as “collecting all information about the favorite star”, “trying best to 
go to live show whenever the favorite star shows up”, and “spending quite a lot 
money upon 'star worshiping'”, are averagely 10 points higher than those of teenagers 
from towns and villages. Parents and peers in towns and villages are not so tolerant to 
“star worshiping” as in big cities. Only 17.9% parents of teenagers from villages show 
understanding to their children's “star worshiping”, whereas 30.3% do the same in 
urban areas. Urban teenagers prefer to deeming “good appearance” as the prerequisite 
to be a star, while rural youth tending to select “having devoted greatly to society” as 
the prerequisite, which reveals the rest influence of traditional ethic and ideological 
education upon them. The difference between teenagers from developed urban areas 
(Beijing, Shanghai and Guangzhou) and developing urban areas (Tianjin, Xi'an, 
Kunming) carries similar characteristics of that between urban teenagers and rural 
teenagers, but only to a weaken degree. 
 
Girls seem to be more involved in the pop culture than boys. They tend to worship 
their favorite stars in a stronger and more direct way. While boys prefer to view 
“having devoted greatly to society” and “with colorful life experience” as the 
prerequisite to be a star; girls choose mostly “charm” and “good personality and 
manners”. That explains why girls are more likely to worship movie stars and pop 
singers, and boys worship sportsman/woman. Mass media, for example, pop 
magazines, music tape or CD, have slightly stronger influence upon girls. The 
percentages of possession of walkman, tape recorder, or mobile phones among girls 
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are higher than those among boys, whereas the percentage of possession of game 
player among boys, on the contrary, higher than among girls. Besides, girls spend 
averagely more money and time upon fashions, when boys pay much more attention 
to sports and physical exercises. 
 
Teenagers born after 1980s in urban areas are mostly the only child in their families 
because of the execution of birth control policy in China. Therefore they receive more 
attention from their parents and even grandparents, both materially and spiritually, 
than those who have one or more brothers/sisters do. They have apparently more 
pocket money and freedom at their own hands. Compare to middle school and high 
school students, first-year/second-year college students who are in their late teenage 
time, show lower interest in star worshiping, and more of them agree that “stars 
should be well packaged”, which discloses that they know better about the production 
mechanism of pop culture industry in the modern society. But little evidence shows 
that there is a distinguished difference between the attitudes and activities of student 
cadres and non-cadres concerning pop culture. 
 
Age as a variable plays also a role in the differentiation of teenagers' involvement in 
pop culture. Youth older than 18 years have a clearer idea about the pop culture 
industry and are less attracted to young, good-looking idols produced by the 
entertainment industry. Instead, elder stars with charming personality would be their 
preferences. Except possession of mobile phones, possession of different kinds of 
electronic apparatus, like tape recorder, CD player, walkman, radio, television, 
computer, etc., by teenagers under 18 are higher than those beyond 18.  Age group 
under 18 uses Internet more for fun and entertainment; while age group beyond 18 
more for information and communication6. 
 
3.2.3.2 Social Characteristics of the New Generation 
 
Undoubtedly the swift development of modern mass media propels the development 
of youth subculture in the modern society of China. Just as what Margaret Mead 
                                                
6All the data above mentioned are quoted from Tian and Yang (op.cit.). 
40 
pointed out in her research about the worldwide phenomenon of generation gap with 
her keen insight, 
(the new generation are) “able to think, to judge what they saw with fresh eyes, 
to look at a world that have never existed before; a world into which all young 
people, no matter how ancient or how undeveloped their nations, were entering 
at once(Mead, 1978: 1)”. 
This statement reveals a fact, that young people, induced and provoked by mass 
media, no matter in the eastern countries or in the western countries, no matter in 
developed or undeveloped countries, have developed their own point of views, values, 
life styles.        
 
The modern Chinese society is experiencing a period of transition from tradition to 
modernity in the economic and social field, which, in the turn, causes the changes of 
cultural patterns. It is exactly this environment, which makes the new generation face 
conflicts and confusions. The changes of cultural patterns usually are slower than the 
transitions of economic or social systems and the delay between them is called 
“cultural lag” by William Fielding Orgburn (1922), which might have profound 
influence upon the new generation grown up within this context. When the old 
traditional value system has been destroyed, and the new modern value system is still 
under construction, the young people, who are experiencing their own identity crisis, 
have to deal with more complicated and comprehensive social identity crisis. The 
transition from the traditional society to modern society as well as the globalization 
and the opening towards other cultures like this has never existed in the history 
before. In the present Chinese society, pre-modern, modern and even post-modern 
cultural patterns are tangled with each other. The diversity of value orientation and 
culture pattern of the new generation in such an environment therefore is to be 
predicted and confirmed by the appearance of the youth sub-cultures.  Nevertheless, 
according to Yali Xue (2003), the social personalities of this generation, compared to 
the elder generations, would carry at least the following common characteristics: 
1. with the spirit of independence and innovation. 
2. Chasing after fashions, enjoying entertainment, excitement. 
3. Lack of definite value goal, while value system under construction. 
4. Opener attitudes towards sex. 
5. Stronger consuming desire and capacity, especially for pop culture products. 
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3.3 Comparison between Youth in East (China) and in West 
 (Germany) 
 
 
Although youth in west (Germany) and in east (China) live in different societies and 
have different historical and cultural backgrounds, there are anyway some similarities 
between them. Firstly, both youth in west and east are undergoing to a large extend 
the same biological and psychological developments during adolescence, which might 
differ slightly in age or gender. Secondly, influences of traditional institutions such as 
school, family, religion or political party, upon the socialization of youth are greatly 
weakened, and peers groups as well as mass media play much more important roles in 
self-socialization of youth. Compare the favorite free time activities of youth in both 
countries (see figures 3.1, 3.2 and table 3.1), we could discover that although the 
values of proportion in China are relatively lower than their counterparts in Germany, 
both youth choose “meet people (friends/peers)” as the most favorite activities in their 
free times. Other choices (see figure 3.3 and table 3.2) show that media related 
activities in free time, for example, especially watching TV, are also very popular in 
both countries. 
 
But when we examine more closely, the differences are obvious. The industrialized  
society of Germany provide the youth, in some extent, a  similar social milieu 
throughout the whole country, while youth in the transitional society of China are 
surrounded by relatively distinguished social environments when they live in different 
regions, come from families with totally different social-economic status, and go to 
different schools, etc. Even in the more developed regions in China, not all the youth 
are enjoying the freedom and tolerance out of the strict control of parents, teachers 
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and political organizations at a degree like the youth in western society. The 
integration of mass media in the daily life of youth has not reached the degree of that 
in west, either. Furthermore, in spite of the globalization of mass media, there are still 
great differences between the content media products provided to the target group – 
youth. Unlike the existed youth culture and subcultures in west, the youth culture in 
China is still under construction through the gradually arising self-socialization of 
youth. 
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Chapter IV Youth Media and Teenage Magazines 
 
 
 
Since the appearance of mass media they become an important aspect of life in our 
culture. Most families own a TV set or can even afford more than one and watch for 
an average of 3- 4 hours per day.  By the end of the last century over 60% percent of 
men and 50% of women read a newspaper each day and nearly half of all girls, from 
the age of 7 read a girls magazine each week.  In addition, people interact with a wide 
variety of other media such as music delivered by CDs or videos, and 
communications via personal computers through Internet. 
 
It's also exactly due to our intensive involvement with the media, it's always believed 
that they are having significant influence upon us, the audience. Before the WWII, it 
was believed that the media “injects” values and morals into the audience. And 
audience could do nothing except completely accept the injection. However, social 
research in the 1960s showed that the audience is not a passive receiver of moral 
values. Society is constructed of many different subcultures, classified by factors such 
as race, social class, political outlook, adhesion to value systems like “vegetarianism” 
or lifestyles like “cocooners”. These differing social groups select and filter 
information and reject messages that are not consistent with the values of that group. 
 
On the other hand, irrespective of social clusters, research has shown that it is those 
with low confidence and self esteem within each group who are most influenced by 
media communications. The reliability of the origins and the exposure to the media of 
the audience are also relevant factors of the influence of media upon their audience. 
The argument about whether the media shape or merely reflect recent or nascent 
trends is constantly under heat debate. Among them, debates about influence of media 
and certain social behaviors, for instance, sexual morality, violence or crimes, have 
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always been attracting the attentions of researchers. It's gradually recognized, resulted 
from these debates, that the interaction between message and response is complex and 
audience dependent. In other words, all research into the media must take into account 
the different levels of attention, and interpretation of individuals with different 
motivations, personalities, immediate situations and socio-cultural contexts who bring 
different information processing strategies to the task. The latest “post-modern” 
thinking on the role of media is that it provides learning that is incidental rather than 
direct, and it is a significant mediating part of the acculturation process (Winter,  
1995, 2001). 
 
 
4.1 The Media Environment of Youth in Germany and China 
 
 
4.1.1 Youth Media in Germany 
 
Youth media have played a great role in Germany for their young people: Bravo, 
which was originally established as a television program and movie magazine in 
1956, has since decades developed into a successful “teen mag”, which just caters to 
its teenage readers. Other teenage magazines as Pop Rocky and Popcorn have also 
been “media dinosaurs” for years. Primarily in the 70s of the past century media had 
been emancipated from the educational preach during the period of “economical 
wonder”. Even in conservative television channels like ZDF it would be possible for 
teenage magazines regularly show up in the programs as controversy issues because 
of their themes and “purification” of these themes. Teenage magazines stagnated in 
the 80s. There was neither in the magazine editorial committee nor in the television 
station innovations. However, there have been some movements in the youth media 
market since the beginning of the 90s: many newly established teenage magazines 
exploded successfully on the market. If Bravo was once a dominant youth magazine 
over all the country, then we can call it a complete spectrum of teenage magazines: 
Mädchen, Young Miss, Bravo Girls, Bravo Screen Fun, Gute Zeiten schlechte Zeiten, 
Bravo Sport. Just name a few of them. Besides, the public television stations also 
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discovered young people as the new target group through the suddenly heated 
competition against private channels.     
   
A great and swift dynamics is typical for the youth media market. Some magazines 
showed up suddenly, followed a new trend of youth for a while, and then disappeared 
just as quickly as they appeared. The trend would not be in any more, and the 
teenagers, anyway primarily the sponsors, have already lost their interests. 
 
Although the electronic media have taken away the most eyeballs of youth, they keep 
on reading magazines. The music channel VIVA and MTV robbed only advertisement 
clients away from magazines, but not readers. An explicit enlargement of circulations 
of youth magazines since 1990s proved this argument: total circulation of youth 
magazines in 1995 reached 4, 8 millions, while in 1991 this number was still about 3, 
5 millions. Here about 14 millions young people between 14 and 26 years are counted 
as core target group for youth media in Germany (IJAB e.V., 2004: 25-26). 
   
In the recent years, the so called girls' magazines have won especially great success. 
With Bravo Girls in 1988 the successful wave of this youth magazine segregation 
began. There were also similar girls’ magazines like Mädchen, published by Axel 
Springer Young Media house. Both magazines were criticized for providing 
“traditional women images”, which pay much more attentions to the appearance of 
females. This wave also made it possible for women magazines like Brigitte to issue 
its special title Brigitte Young Miss in 1990 for younger female readers.  Brigitte 
Young Miss, on the contrary, devoted to inform its young female readers more about 
political themes, about historical and social development. Corresponding to the slogan 
of “Karriere statt Kochtopf” (Carrier instead of cooking pot), advertisements of 
language courses and training trips also can be found in Young Miss (Gregor & Lotz, 
2000). 
 
Not only was the magazine market in the movement in the 90s. Since the founding of 
private radio stations with their offers for an overwhelming young public and the great 
hit of music channels like MTV and VIVA, which are actually used by youth as 
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radios, public radio station (ARD radio) has to take some reaction, so that it can keep 
its young listeners. Eins Live of WDR (West Germany Radio) had and has obtained 
especially great success in this aspect. The youth channel of MDR (Middle Germany 
Radio) Sputnik, which was derived from the former DDR youth radio DT 64, also 
acted successfully. Further youth channels within ARD with increasing market quotas 
of the target group of young people between 14 and 29 years old are respectively N-
joy (NDR), SWF3 and Fritz (RBB). 
 
Among all the media, television stations seemed to have biggest problems with the 
target group of young people. Few youth orientated television programs could have a 
long life. Teenagers are apparently the most difficult target group for TV program 
makers, since they are the group of people who watch TV at least in Germany, 
according to a study of WDR which shows that the 14-16 year old youth spend 
averagely only 96 minutes per day before television set (op.cit.). And the survey of 
JIM 2005 further proved that the preferences of young audience are obviously 
different from that of adults. The favorite TV channel is PRO7, with 40% taking 
overwhelming lead over other channels (MPFS, 2005: 24). This can be explained by 
the above-mentioned fever about series, soaps and sitcoms of our young audience. 
Most of them use both music channels MTV and VIVA regularly. These channels have 
won the reputation among young people as trend setters. The music, the language and 
the style of making running in these channels have already been parts of youth 
culture. 
 
 
4.1.2 Youth Media in China 
 
The media environment of the youth in China was totally different from that in 
western countries. Since the very beginning of the mass media era in China, all the 
media were established, regardless of their form and medium, controlled and 
organized, either directly by government or by certain state-owned institutions, which 
supposed to be both ideologically and financially responsible for the subordinate 
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administrative system. Each county, city, province or autonomic region was covered 
by local and national media overlapped. Many local or provincial TV stations copied 
or relayed programs from CCTV (the abbreviation of Chinese Central TV) when 
there's a lack of productivity of their own. With this background there is no wonder 
that the qualitative dimension of mass media was not in positive correlation with the 
quantitative dimension. 
 
Youth media in China are correspondingly in a similar situation. The development of 
youth media has experienced even more difficulties, because the target group 
teenagers were in a long period ignored or treated as a part of a gross target group 
with younger children before adolescence and young adults in their late adolescence 
together. The TV programs for youth have taken their first steps simultaneously with 
all other programs in the late 1950, but didn't achieve much until the beginning of 
1990s after CCTV's reformation of its previous structure of programs for youth. A 
program named “the second start line” became accepted by its teenager audience. 
Besides, another two products “12 studios” and “big windmill”, respectively for 
young adults and for children, have also great success. Noticeably programs for youth 
mushroomed in the following years, including about 30 channels and 3 animation 
channels over the country. This may be partially explained by the system reforms of 
mass media, which separated the broadcasting and producing of programs, in order to 
let media finance partially on their own, and these, in turn, enabled media to adjust 
their operation more market orientated. 
                   
Unlike TV programs, radio programs for young people have had a golden time in the 
early years, due to the wide coverage of radio waves before the prevalence of TV sets 
in normal Chinese families. One of the famous radio program “the small horn”, the 
first radio program for youth after the foundation of the republic, has accompanied 
several generations of youth until the end of the last century. Data showed that from 
1998 on radio channels for youth were going downwards, and fell to the bottom 
between 2001 and 2002. Many channels ceased because of lack of listeners. Although 
remedy measures were ordered by national bureau of broadcast, film and television in 
2004, the situation of radio channels for youth didn’t turn much better. Nevertheless, 
radio programs remain the most favorite and irreplaceable media in certain regions. 
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For example, in the pasturing areas of Inner Mongolia Autonomous Region 
“children's world” and “friend of middle school students” from Inner Mongolian 
Radio stay the most popular broadcast programs among the young listeners. 
 
Compared to electronic media like TV, radio and Internet, newspapers and magazines 
for youth seemed much less attractive to their target group. Most newspapers and 
magazines for youth in China are only monthly published, which reduce the time 
effect a lot. Therefore most of these print presses focus upon contents like culture, 
education, etc. Regardless the apparent unattractiveness of newspapers and magazines 
for youth, their quantity and variability are not to be ignored, especially the category 
of magazines. According to the statistics of national press and publication bureau in 
2005, there are all together 1175 sorts of magazines under the category of culture and 
education, which occupy 12.43% of the total number of magazines in China. Among 
the magazines under culture/education category, 326 sorts are learning help/guide 
magazines for youth, especially for middle school students. Besides, 94 kinds of 
comprehensive magazines for youth and 66 for younger children make up the rest of 
the whole landscape of magazines for youth, that is 486 kinds of magazines in total, 
about 5% of all the magazines (Xu, 2009).      
 
What is to be distinguished here is that “magazine for youth” in China refers not 
exactly as what “teenage magazine” in western countries does. Magazines for youth 
address usually young people beyond 15, including teenagers and the so-called 
“college-aged young adults”, while teenage magazine has its clear and obvious target 
group: teenagers around their puberty. Magazines for youth in China also like to 
address their readers according to different school education levels: primary school, 
middle school and high school, since most of them are extracurricular learning stuff. 
Another characteristic of magazines for youth in China is that most of them are only 
popular within certain regions, in which they are issued. Few nationally issued 
magazines for youth appeared in the China urban best sold magazine bulletin. 
According to this bulletin in September, 2006, among all the 18 magazines for youth 
on the bulletin, only one magazine Boys and Girls is nationally issued comprehensive 
magazines, the majority of rest are regionally issued learning help/guide magazines 
for different school educational levels of youth, including younger children. Anyway, 
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the popularity of magazines for youth is far lower than other popular or fashion 
magazines for adults. 
 
 
4.2 Mass Media as Source of Socialization for Youth 
 
 
Mass media in the modern society have definitely also great influence upon our 
younger audience, if not burying them with countless information. As a source of 
socialization, mass media have provided the widest spectrum of choices and 
possibilities for the young. The accessibility and availability of diverse sources for 
self-socialization through a plenty of mass media promote the young to form 
individualized values, believes, interests and characteristics according to their 
preference. Hence media become the first choice of sources for the self-socialization 
of adolescents. 
 
A rich text of analysis of the influence of mass media on a broad range of behaviors 
and attitudes of adolescents including violence, eating disorders, tobacco and alcohol 
use, as well as sexual attitudes and behaviors has been conducted in different 
researching fields. Although there is considerable variation in theoretical models by 
which media might affect adolescents’ attitudes and behaviors, most assume that 
message content and behavior act over time as stimuli to change consumers’ 
psychological, physiologic, and behavioral function (Bandura, 2001). 
 
For instance, social-learning theory provides ample evidence that even when children 
and adults have not actually performed a behavior, they can learn by imitation. By 
identifying the 3 main processes involved in learning, namely direct experience, 
indirect or vicarious experience from observing others, and the storing and processing 
of complex information through cognitive operations, Bandura (1986) suggests that 
behaviors are learned and that they are influenced by social context, in which mass 
media play an important role. Another theory, disinhibition theory assumes that 
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existing behavioral tendencies of children and others are inhibited by experience. 
Continued exposure to mass media, especially television, however, disinhibits 
receivers, making them more accepting of the behavior (Comstock, 1989). Arousal 
theory focuses primarily on the immediate effects that sexually suggestive material 
may have on behavior (Zillmann, 1982). Cultivation theory suggests that heavy 
exposure to mass media creates and cultivates attitudes more consistent with a media-
directed version of reality than with reality itself. Media portrayals and messages 
might affect the behavior of young people over time by enabling them to acquire new 
attitudes and behaviors or by changing the likelihood that they will perform new or 
previously learned responses (Gerbner et al., 1994). Jeanne R Steele and Jane D 
Brown (1995) developed Media Practice Model to explain media use in a 
comprehensive and contextual framework, which highlights the connections between 
adolescents’ identities and media selection, interaction, and application. 
 
Another prominent theory, Super Peer theory deems the mass media as the “super 
peer” of the adolescents, with the glamorous characters appeared in it, which is 
extremely attractive for the younger receivers. The media can represent a potent 
source of information for normative behavior, and may indeed exceed the influence of 
an adolescent’s more traditional peer group (Strasburger, 1997). In short, youngsters 
model themselves after those who they want to be not those who reflect who and what 
they currently are. The third-person effect hypothesis states that people tend to 
perceive mass media messages to have a greater impact on others attitudes and 
behaviors than on themselves (Davison, 1983). This seems to be especially true for 
adolescents and may lead to underreporting of decision-making factors. 
 
Theoretical research is also verified by many communications-related survey data. On 
the one hand, advertisers recognize that the content of their messages will have an 
effect on consumer purchasing behavior; while on the other hand, data suggest that 
messages embedded in other media types are more powerful than direct advertising 
appeals when it comes to influencing behavior. The use of nontraditional marketing 
approaches, for instance, “viral” marketing, “trend-setters”, or product placement etc. 
might de-emphasize the advertising aspect and highlight content to minimize the 
consumer’s sense of being manipulated (Zollo, 2003). 
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Although media may be partly responsible for deviant and conflicting socialization 
that happened by some youths, when they get inconsistent information from media 
and other sources of socialization, we cannot overlook the general usage of media by 
youth in their free time. As Michael Brake (1985: 187) has mentioned, “the central 
theme of leisure is fun, a feature often overlooked in sociological studies of mass 
culture”. Entertainment is particularly important in the uses of media by young 
people. They deem music as the first thing that can make them happy. Plenty of time 
and money are consumed upon listening music (mostly pop music) and buying CD s 
and videos. In this meaning, television programs are also mainly entertainment 
provider. They focus largely on MTV, films, cartoons, soaps, sitcoms, etc. As 
concluded in the JIM 2005, the most beloved TV programs are series, daily soaps and 
sitcoms/comedy, followed by thrillers/mystery. Comics/animation as well as 
news/info are also mentioned as their favorite programs by about one fourth of the 
interviewed youth. The most favorite series by girls are “OC California”, “desperate 
housewives” and “sex and the city”; daily soaps are “GZSZ(good times, bad times)”, 
“love in Berlin”, followed by “between us” and “forbidden love”, while boys 
preferring comic sere “the Simpsons”. Besides, “OC California” is also one of the 
most favorite programs of boys (MPFS, 2005: 25).    
 
But entertainment is not the only reason for youth to use media; another important 
challenge during adolescence is the identity formation from the view of 
developmental psychology. Among which gender role identity and sexual activities 
learning rank the first place. The virtual images of ideal male or female, romance and 
sexual relationship between the two genders shaped in media are especially attractive 
to boys and girls who are just beginning to gain sexual experience and to develop 
sexual maturity. Besides, using media can also provoke vocational aspiration, such as 
dreaming to be a musician or actor out of worship of certain favorite stars. Sensational 
scenes in films or music types like rap music and heavy metal can offer the younger 
audience tension and excitement, which makes them pleased. 
 
At the same time, media are also used as coping strategies, when teenagers feel angry, 
anxious or unhappy. They just turn on the radio, recorder, or TV to listen to music or 
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watch TV programs in order to relieve and dispel negative emotions. The survey of 
JIM 2005 about functions of different media (see table 4.1 below) pointed out that 
watching TV helps at best when youth feel boring; but radio, CD-player, MP3 or tape 
recorder are their “best friends” when they feel angry or sorrow; and if they want to 
have some fun, there are Internet surfing and computer games (op.cit.: 52). 
 
Table 4.1  Functions of different media 2005 (percentage) 
I use most frequently, if... 
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I am boring 7 38 9 17 9 8 2 8 2 
I want to listen music 27 5 10 4 54 / / / 1 
I am angry 11 20 7 7 31 4 2 8 10 
I am with friends together 12 18 6 7 31 0 1 10 14 
I am with parents together 19 46 1 1 6 1 2 5 19 
I am sad 14 14 4 5 35 6 1 11 10 
I want to forget the everyday worries and problems 13 15 7 6 33 12 2 3 9 
I am in good mood 15 9 7 9 32 2 1 13 12 
I want to have some fun 5 16 12 20 16 2 1 13 16 
I feel lonely 8 23 5 12 20 6 1 21 4 
I want to get excitement 2 39 5 13 2 9 1 10 18 
Source: JIM (op.cit.: 53). 
Finally, media consumption may give teenagers a sense of being connected to a larger 
peer network, which is united by certain youth-specific values and interests. On the 
basis of this ground couples of the so-called youth “subcultures”, from punk and 
heavy metal to graffiti painting, are also potentially evolved since recent decades. The 
connection of members of these subcultures is maintained through the identity of 
particular interest and value (Arnett, 1995). 
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4.3 Teenage Magazines and their Impact upon Youth 
 
 
Teenage magazines are usually thought as playing an especially important role in the 
identity formation of youth during their adolescence. J.J. Arnett (1995: 522) pointed 
out this especial “function” of teenage magazines, when his analyzed the main uses of 
media by youth: 
Adolescents take ideals of what it means to be a man or a woman partly from 
the media, which present physical and behavioral gender ideals in images 
through music, movies, television, and magazines and ...Magazines are a 
medium where gender role identity formation is an especially common implicit 
theme, particularly in magazines for adolescent girls. 
Horst Neißer (1975) counted “sexuality”, “career and school”, “conflicts with 
parents”, “identification problems in group” and “self-discovery” the main problem 
fields of adolescents during puberty, and further explained the attractiveness of 
popular teenage magazines (taking Bravo as example) in offering idols and paragons 
(through star reports), as well as help and suggestion  (through answering reader 
letters) in these fields.  Although the situation of acquiring sexual information for 
youth has been greatly changed since the 70s where parents and pedagogues were 
viewed as “enemies” of sexual education, youth have more and more chances tend to 
different persons, institutions or media for sexual information, the preference to 
teenage magazines still takes lead when youth are asked about their preferences of 
media by acquiring sexual information according to EMNID 1995: 
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Figure 4.1  Preferred media for sexual information (percentage) 
Source: Knoll and Monssen-Engberding, 2000, P59.     
 
This impact of teenage magazines has been intensively researched addressing the 
issues of health or sexual education of teen girls. Teen girls are tending to judge the 
stories and characters in the popular teen magazines as like themselves and follow the 
magazines to some degree as a handbook or a ruler for judging the behaviors, values 
and opinions (Thompson, 1995; Finders, 1997). Although the outcome of the 
influences of the contents concerning health or sexual education turns out to be 
controversial, the popularity of teen magazines for health or sexual education among 
teen girls is argued to be due to the fact that it is one of the most accessible, 
inexpensive and readily available media with more explicit kinds of information, 
which also allows for private and repeated readings (Garner, et al., 1998). 
 
 
4.3.1 No.1 “Teen Mag” in Europe: BRAVO 
 
The following dialog is a scene of reading Bravo by two girls: 
Daniela (14): “Ich finde Tokio Hotel total hässlich, voll schwul. Sehen aus wie 
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Mädchen, oder?” 
Sarah (14): “Ja, habe ich auch erst am Anfang gedacht.” 
Daniela: “Ich lese  meistens so wer mit wem zusammen ist, oder so was, das 
find ich ganz lustig.” 
Sarah: “Ich lese meistens wer mit wem zusammen ist oder so was, das finde ich 
ganz lustig.” 
Daniela: “So über Stars, also nicht so gerade die Dr. Sommer-Seiten. Keine 
Ahnung, das find ich so unrealistisch, das kann ich mir immer noch nicht 
vorstellen.” 
Sarah: “Das weiß man schon.” 
Daniela: “Ja, eben, das sind so - kindische Fragen nicht, aber so komische. Aber 
sonst so die Starausschnitte, und die News halt. Und Charts.” (NDR, 2005) 
What the girls are talking about is exactly the two distinguished characteristics of the 
teenage magazine “Bravo”, pop culture and puberty problems. When Bravo started in 
the middle of 1950s as TV program and film magazine with a limited circulation of 
30,000, their editors haven't even imagine its later success as a popular teenage 
magazine with a huge circulation about 1 million, which turns out to be the largest 
one not only in the country, but also in the whole Europe. The historical turning point 
was the report about the most popular and famous British band Beatles' tour in 
Germany in 1966, which made Bravo the number one music magazine at that time. 
Later on the music stuff like charts, song texts, reports about live concerts, interviews 
with bands, singers, rock stars, etc. keep taking a main and leading part in this 
magazine. The splitting of pop music into sub genres in the middle of 1970s had also 
been reflected in the Bravo magazine, not only in layout but also in the reports, so that 
it could attract as many fans as possible. This policy pushed the magazine up to the 
peak of its circulation: it reached for the first time over one million. New German 
Wave in the following decade caused further excitement of youth. And the trend setter 
of boy bands, so-called “new kids on the block” (Pilarczyk, 2006) became the focus 
point. 
   
In February 1996 the taking apart of the English boy band Take That, which lead their 
German fans to desperation and suicides, symbolized the end of the mass appealing of 
pop stars. Even the successful followers like Spice Girls or Backstreet Boys couldn't 
bring the recovery. As a result the circulation of the magazine fell down and its 
operators have to take corresponding reaction towards this change: diversification. 
Bravo TV, Bravo Girl and Bravo Sport were produced to reach the divided sub-target 
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groups within this demographic group. According to the data provided by the 
publishing house Bauer Verlag, 2, 57 Millions of readers are reached through this 
strategy of assortment, which brings later Bravo Screenfun and a Hip Hop magazine 
additionally. 
 
The magazine in the new century kept watching on Britneys and X-Tinas with the 
exception of the only political report about the “911 event” on 11. September 2001. 
Although the candidates of “Popstars” and “Deutschland sucht den Superstar” 
(Germany looks for superstar) brought a climbing circulation for the magazine, its 
situation of losing   orientations lasted and its chief editors were even more frequently 
changed. Until very recently the prompt success of German local boy band Tokio 
Hotel showed once again how are pop stars produced by the mass media. The actual 
issues look more like a German version of Teen People magazine. Although the 
editors try hard to attract the attentions of the teenagers with these teen stars, it's 
always getting harder to succeed, since Bravo has competition from the Internet, from 
mobile phones, upon which their readers are more willing to spend their pocket 
money and left few for the magazines, according to the chief editor Tom Junkersdorf 
(op.cit.).    
 
Now let us take a look at the other important characteristic of the magazine. It was in 
1960s that Bravo began a sexual revolution with a column called “Knigge für 
Verliebte” (Advisor for the loved), which was the first sexual education sere in the 
country. In 1969 Bravo discovered “love”. A total new column named “Was Dich 
bewegt” (What moves you), about petting and questions about potency, appeared. 
With this column Dr. Sommer, which is actually a pseudonym name, comes to be the 
chief sex educator of the country. The atmosphere for teenagers in the 1960s was 
something different from today. They had at that time still no possibilities to be given 
the necessary sex education either by their parents at home or by their teachers in the 
school. So this column was exactly something brand new for youth. On the other 
hand, Bravo has once found out that its circulation was going down in the 1960s and 
as a solution they found the sex initiation like a second leg of the magazine to pull its 
circulation up again. There's no doubt that this column also brought enormous trouble, 
because the ethic guards could be alarmed by such articles as “So erfüllt man seine 
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ersten Liebeswünsche” (one fulfills his first love wish like this) or “Sexspiele im 
Ferienheim” (sex game in the holiday house), which caused even a short time banning 
of the magazine due to its over detailed instruction of masturbation. 
 
After the later part of the 1970s what the conservative educators supposed to be 
dangerous for teenagers was totally altered by the widespread of commercial youth 
magazines. With this changed attitudes towards sexual education, it would not be 
threatened by subscription any more. Averagely the magazine is the leading media for 
many teenagers for a 2-year-long period and the beginning age of this phase is getting 
lower. Furthermore, the profile of the readers is more and more difficult to be figured 
out only by age groups, because to discover the potential partner of love and sexuality 
belongs actually to the private experience of the reader, which can begin at 9 year old 
or relatively late at 15. The teenagers may be already familiar with erotic through the 
mass media; they would not connect it with their own emotionality and wish until 
they reach the phase. Up to nowadays the theme of sex educational still plays a large 
role in the magazine. 
 
As a successful and representative teenage magazine, Bravo has been often analyzed 
as an example of teenage magazines to disclose and reflect contemporary youth 
culture indirectly since its publication in the middle of 1950s. Many scholars did 
content analysis of Bravo and other teenage magazines to understand the youth, youth 
media and relationship between them. Among them are content analysis of teenage 
magazines Bravo and Twen by Horst Holzer and Reinhard Kreckel (1967); content 
analysis of Bravo, Ok and Wir by Rolf W.Fröhlich (1968); and Dieter Baacke (1968) 
analyzed the double coding of text and picture in Bravo7. Other scholars focused upon 
the impact of teenage magazines upon youth using Bravo as example, such as Horst 
Neißer's (1975) empirical research of Bravo readers and R. Nykrin's (1980) research 
about the teen-girl. Rolf Gutte (1973) viewed Bravo as an example of social offers of 
identification for youth, and Winfried Krügel (1985) used Bravo as example in the 
study of German youth image from 1945 up to present time. Kaspar Maase (1992) 
                                                
7Dieter Baacke published first in 1968 the article BRAVO, Portrait einer Jungendzeitschrift, which  
involved content analysis of Bravo and then supplemented it in 1971 in Der traurige Schein des 
Glücks in Visuelle Kommunikation. Beiträge zur Kritik der Bewußtseinsindustire. (Ehmer,1971: 
213-250).   
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took Bravo as example and medium to examine the Americanization of young people 
in western Germany since the post-war era. From the view of media professionals, 
Joachim H. Knoll and Rudolf Stefen (1978) discussed why some are in favor of Bravo 
and others opposed to, later Joachim H. Knoll, and Elke Monssen-Engberding (2000) 
wrote and edited articles about one important characteristic of Bravo: sex and love, 
examining the chronic changes of the magazine and the youth generations, 
pedagogical views and media makers' views. 
 
 
4.3.2 YPS mit Gimmicks 
 
Yps mit Gimmicks, which was principally a comics magazine, published first from 
1975 to 2000, was once among the most successful comic magazines for younger 
readers with the largest circulation in the 1970s and 80s.  The concept of this comic 
magazine was based on the French comic magazine Pif Gadget, which was published 
since 1967 in this form and from which many Gimmicks and comic series like “Pif” 
and “Herkules” were transfered into Yps. Within the 25 years lifespan of Yps, a great 
deal of comic series are carried out, among which famous comic figures like Asterix, 
Lucky Luke, or the Garfield from the later years could be found. 
 
What are special for its readers and fans of Yps are the Gimmicks, usually toys, which 
appeared with almost every issues of the magazine as an inspiration for buying the 
magazine. Gimmicks, such as, for example, the crabs of primitive times, agency and 
survival equipments, magic tricks and submarines assembly kits are fabulous and 
become cult objects. The crabs of primitive times are absolutely the most favorite 
Gimmick throughout the whole period: it was issued as Gimmick all together 20 
times, followed by Yps adventure tents, 15 times as Gimmick. Some Gimmicks were 
under discussion, like the Gimmick No.263, which involved 3 dead tropical 
butterflies; while some other Gimmicks were relative worthy, which were usually 
only issued in special issues (Yps Extra, etc.), including MW radio or some small 
technical model assembly kits. Gimmicks were offered as paths to basic objects of 
natural sciences. Actually the different favorite Gimmicks, such as “survival in the 
59 
nature” series, or criminal and detective series were always repeated with some light 
variances.  There was often a page of comic story of Yps and co. as accompany related 
to the Gimmicks. What's also popular among the readers is the member card for 
agency or detective clubs, or just the Yps membership. 
 
Besides comics and Gimmicks, there was another emphasis of this magazine: creative 
activities, for instance, with professional handicrafts paper and model to build up the 
“Saturn V-Rocket” or “New Scotland Yard” 8, and  background information, usually 
themes in the field of natural sciences, which sometimes supported the Gimmicks of 
the actual issue. This model of thematic distribution stayed only in the early years, 
and the central point of the magazine shifted more and more towards entertainment 
later on. 
 
In 1999 Yps was sold to Egmont Ehapa publishing house and was published then in 
every 2 weeks. The number of pages was also reduced from 48 to 32. All the long-
period comic series, which were own production of the magazine, except Yps 
kangaroo, were ceased. It was finally stopped to be published in Oct. 2001 with the 
No.1253 as the last issue because of the low sales. After a 5 year long break Egmont 
Ehapa decided to bring the Yps back to the market on August, 18th, 2005. The 
No.1254 Yps was a test issue with a circulation of 150,000. From March, 13th to May 
8th, 2006 another 3 test issues were published. Concerning that the sales is still not 
enough for a monthly published magazine, the publisher left the possibility open, in 
case that under changed conditions or with productive new ideas, to continue to 
publish the magazine again. 
 
 
4.3.3 Boys and Girls    
 
The magazines Boys and Girls was first published in June, 1987, managed and 
controlled by writer association of Guangdong province, intended to address young 
                                                
8New Scotland Yard is the headquarters of the Metropolitan Police Service in London. 
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readers between 13 and 19 years old. It was and has been a success in circulation: 
from 190,000 issues at the very beginning as a bimonthly published magazine to 
879,000 in 1994 as monthly published magazine. Since 1995 it was issued twice a 
month and since 2003 it issued all together 7 diversified sub-magazines addressing 
sub-target groups. With these strategies it became gradually one of youth magazines 
with largest circulation in China. Nowadays the magazine has an average circulation 
of 660,000 issues per month, owns 9 local publishing spots which are responsible for 
7 regional distribution networks, and covers 91% of the bookstores and newsstands 
throughout the country (Allchina.cn, 2009). 
 
Since the start of publication, Boys and Girls has been focusing upon the life stories 
of teenagers, especially their campus life: interviews of peers, stories between 
classmates and friends, and stories between students and teachers. The popular 
columns include “youth tides”, “tough guy club”, “blue notebooks”, “youth clinic”, 
“campus portrait” and “campus funny field”, etc, which offer mounts of 
entertainment, information and actual trends for middle school students.   
 
One characteristic of this magazine is its layout: with double covers for girls and boys 
respectively. Female readers begin their reading from the cover for girls and the other 
gender begin from the other side. In the middle of the magazine are pages for both 
genders and comic strips during different time periods. The columns in the girls' part 
of the magazines lean towards emotions, feelings, fashion, and entertainment stars; 
while columns in boys' part are mostly about campus news, relationship with teachers 
and parents, extracurricular knowledge like military and history about wars, and also 
jokes and funny stories. Just like the editors explain in the magazines, this design of 
layout does not mean to divide the readers absolutely into two opposed camps. On the 
contrary, it helps the readers of one gender to understand more about the other gender 
in both physical and psychological aspects, if they also read through the part of the 
opposite gender. What's noticeable and rare to be found in Chinese youth magazines is 
that puberty problems are also discussed in the magazine: the column “red ant hot 
line” answers questions of teenage readers from all over the country about their body 
development. Stuffs about sexual organs are also allowed to be exposed to their young 
readers with scientific explanations and moral instructions. 
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Besides, Boys and Girls has also something in common with most magazines for 
youth in China, which are the learning help or guide and moral instructions. Since the 
superior institution of the magazine is the writers association of Guangdong province, 
Boys and Girls takes this advantage to make composition guide for middle school 
students another attractiveness of the magazine. Due to its moral instructions on 
developing healthy value systems and interactive activities with readers to help 
teenagers in poverty, the magazine was more than once granted awards for school 
moral education by institutions like national committee of middle school moral 
education. 
 
 
4.3.4 Juvenile Science Pictorial 
 
The first issue of the Juvenile Science Pictorial (JSP) appeared in 1979, addressing 
teenagers and younger children, published monthly by Beijing publishing house. At 
that time this magazine was the first and the only pictorial science magazine for 
younger readers. After more than 30 years' development, Juvenile Science pictorial is 
now one of the youth magazines with largest circulation in the dimension of natural 
sciences. 
 
In its starting year, series of science fictions translated and adapted from other 
countries launched successfully, which in turn encouraged editors' confidence in 
writing similar stories all by their own. Since 1980s, long-year series of home 
produced popular sciences stories about mathematics, physic, etc. like “little askew 
hair and the magician” and “the adventure of little boy with glasses” became favorite 
series of generations of young readers. Beside, introductions of animals, plants, 
environment protection, geography, astronomy and military knowledge have always 
been popular and most interested stuffs for younger readers. Compared to the simple 
layout of black-white pages with drawings on plain papers in the 1990s, the current 
issues of the magazine attract their readers by delicately designed layout with full-
page color photos printed on art papers. Topics are also widening up to social sciences 
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and humanity like history, ethnics, economics, etc.    
 
Just like Yps, JSP also pay a lot attention to culturing capability of hand working and 
creativity of their young readers by providing columns about how to make small 
experiments, handcrafts, etc.  In recent years, JSP has realized that beside instructive 
and informative, their contents should also be fun and entertaining. Correspondingly, 
the quotes of columns about experiments, handcrafts, toys, games, and quiz are 
increasing. A home-produced comic strip named “growing pains” show up in the 
current issues, taking the stories which have really happened in readers' lives as 
themes through interaction with readers, such as conflicts between parents and 
children, problems with classmates and so on. 
 
The discussion above can be summarized as following: in dominant aspects of their 
contents the magazines discussed can be stated similar to their intentions: Bravo and 
Boys & Girls on the one hand, Yps and JSP on the other.
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Chapter V Method Description 
 
 
 
As has been described in the introduction of this thesis, content analysis, one of the 
most frequently used approaches in the field of mass media research, is applied here 
in attempts to verify the hypothesis assumed at the beginning of the thesis. 
 
 
5.1 Overview of Methodology: Content Analysis 
 
 
5.1.1 Historical View upon Content Analysis 
 
Starting already in the 1920s, content analysis became a major form of research 
methodology in the social sciences with particular relevance to the interdisciplinary 
study of the mass media communications (newspapers, radio, movies, TV, popular 
political tracts, and so on). This kind of text study has been one of the oldest and 
widely used methods of intellectual inquiry, and became more refined and more 
rigorous and acquires greater analytic power as time passed. 
 
Despite of its popularity, content analysis as a method has been periodically called 
into question. The problem of this method partly laid on the over expectation of 
researchers, who at one time hoped to integrate or be capable of organizing diverse 
types of knowledge out of this method. Actually 
content analysis had been co-opted by the constituent disciplines – psychology, 
sociology, political science, anthropology – and adapted to their particular 
theoretical frameworks and methodological needs (McCormack, 1982(2): 144). 
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Another problem with content analysis has been one of abuses: 
A good deal of loose interpretation appears in content analysis, because the 
exact nature of the inference is hidden in a cloud of ambiguous terms...which 
bind the content to the non content predicate (Berelson, 1952: 29). 
 
As we can see from the original uses of content analysis, it has been traditionally 
applied to disclose the relationship between symbolic systems, for instance, between 
certain texts and some forms of consciousness, such as attitudes, opinions, and states 
of minds. It is only in the recent studies that analysis of content alone is seen as 
sufficient. However, it was exactly from the empirical studies of attitudes that 
dissatisfaction with content analysis first developed, for what was clearly indicated in 
these cases was that different audience groups interpreted the same given content 
differently. As once strong encouragement turned into questions about when and 
eventually whether to use it, Berelson (op.cit.) proposed a restriction of using it in the 
studies of media trends or comparative studies, so that problems of inference could be 
avoided entirely.   
 
Modern content analysis can be traced back to World War II, when allied intelligence 
units painstakingly monitored the number and types of songs played on European 
radio stations. By comparing the music played on German stations with that on other 
stations in occupied Europe, the Allies were able to measure with some degree of 
certainty the changes in troop concentration on the continent. In the Pacific theater, 
communications between Japan and various island bases were carefully tabulated. 
Usually, an increase in message volume to and from a particular base indicated certain 
new operation involving that base. Meanwhile, content analysis was also used to 
verify the authorship of historical documents. Those studies were mostly concerned 
with counting words in questionable documents and comparing their frequencies with 
the same words in the documents whose authors were already known. Many of these 
literary detective cases demonstrated the usefulness of quantification in content 
analysis. Besides, in the psychological research a sere of vocabulary examination rest 
upon content analysis approaches. 
 
After the war, researchers began to use content analysis to study propaganda in 
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newspapers and radios. The research in the field of political communications such as 
the famous propaganda studies conducted by Lasswell or Kaplan after WWII made 
great contribution to the popularity of this research approach. In some sociological 
fields, e.g. in the analysis of changes of values, attitudes, and lifestyles, etc., content 
analysis was also adopted. The publication of Bernard Berelson's Content Analysis in 
Communication Research in 1952 signaled that this technique has gained recognition 
as a technical tool for media researchers. In 1968, Tannenbaum and Greenberg 
reported that content analysis of newspapers was the largest single subject of master's 
theses in mass communication. Later concern over the exposure of violence on 
television programs and the treatment of women and minority groups in the U.S.A in 
print media and television further popularized the technique of content analysis 
among mass media researchers. An overview of the titles of articles in the 1st quarter 
of each year presented in the Social Sciences Index ( published in the U.S.A by the 
H.W. Wilson Company) from 1990 to 1997 shows that all together 389 items include 
content analysis in the titles as well as in the key words, in which following media are 
involved: cartoon, television program, radio program, newspaper, magazine, book, 
advertisement, movie, literature, story for children, textbook, pornography, music 
television, pop music tape, video, speech, documentary, biography, diary, statistics, 
atlas, souvenir, postcard, and reader letter, etc. Among them, about 60% of the articles 
using content analysis are addressing one of the four mass media (broadcast, 
television, newspaper, magazine, etc.) (Bu, 1997(4): 56).      
  
 
5.1.2 Definitions of Content Analysis 
 
As any other academic concept, there are also many definitions of content analysis 
according to different educational background and researching view of scholars. 
Before Berelson (op.cit) stated his definition of content analysis in his book in 1952, 
which was generally considered as a classic one for the contemporary and later 
colleagues, he collected some of the definitions to make a comparison and to distract 
the common characteristics of those definitions. Four distinguished characteristics are 
required, namely, the syntactic-and-semantic requirement, the requirement of 
objectivity, the requirement of system, and the requirement of quantification. On the 
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ground of this review, he drew the following as a result: 
Content analysis is a research technique for the objective, systematic, and 
quantitative description of the manifest content of communication (op.cit.: 18).     
According to Berelson (op.cit.) , this definition implies three general assumptions. 
First, inferences about the relationship between intent and content or between content 
and effect can validly be made, or the actual relationships established; secondly, study 
of the manifest content is meaningful, which requires that there is a common universe 
of discourse among the relevant parties, so that the manifest content can be taken as a 
valid unit of study; finally, it assumes that quantitative description of communication 
content is meaningful. 
 
In the 70s and 80s, some scholars have developed and formulated various new 
versions of this definition. For instance, Michael H. Walizer and Paul L. Wienir 
(1978: 343) define it as 
Any systematic procedure devised to examine the content of recorded 
information. 
A definition regarded as fairly typical is the one stated by Fred N. Kerlinger (1973: 
525): 
Content analysis is a method of studying and analyzing communication in a 
systematic, objective, and quantitative manner for the purpose of measuring 
variables. 
Kerlinger's definition of content analysis resembles that of Berelson concerning the 
common requirements of system, objectivity, and quantification. The only aspect that 
is not emphasized in Kerlinger's definition is the attribution of communication 
content. By saying content analysis is systematic means not only that the content to be 
analyzed is selected according to explicit and consistently applied rules, but also that 
all content under consideration should be treated in exactly the same manner. 
Objectivity requirement then refers to avoidance of researcher’s personal ideology 
and biases entering into the analysis and findings. Well designed operational 
definitions and rules for classification and categorization of variables should be an 
efficient method to meet the requirement of objectivity and to enhance the reliability 
of the results. The third requirement, that of quantification, is apparently the most 
distinguished and generally accepted by most scholars. Quantification is an important 
tool in fulfilling the above mentioned requirement of objectivity, since it helps to 
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reach an accurate representation of communication content. 
 
A later definition of Klaus Krippendorf (2004: 18) regards content analysis as     
A research technique for making replicable and valid references from texts (or 
other meaningful matter) to the contexts of their use.   
This definition replaced the dual requirements of to be “objective” and “systematic” 
by replicability and validity, while omitting the third requirement of to be 
“quantitative”, since for him qualitative methods have been proved to be successful as 
well, even in computer text analysis. Krippendorff objected to the phrase of “manifest 
content of communication” in Berelson's definition, which implied that there is no 
doubt that “content” reside inside the “text”. Krippendorf's definition, however, takes 
content to “emerge in the process of a researcher analyzing a text relative to a 
particular context” (op.cit.: 19). 
 
 
5.1.3 Uses, Techniques and Limitations of Content Analysis 
 
Traditional classifications of the several of applications of content analysis focus upon 
“purposes” and mainly within mass communication research. Berelson (op.cit.) has 
classified the applications of content analysis in mass media research into 4 major 
categories. They are respectively dealing with characteristics of content, producers of 
content, audience of content and effects of content. Under category of “characteristics 
of content” there are two sub-categories: “substance” and “form”. Applications to 
describe trends in communication content, to trace the development of scholarship, to 
disclose international differences in communication content, to compare media or 
“levels” of communication, to audit communication content against objectives, to 
construct and apply communication standards, and to aid in technical research 
operations (to code open-ended  questions in survey interviews) belong to the former 
sub-category; while to expose propaganda techniques, to measure the readability of 
communication materials, and to discover stylistic features belong to latter.  Under 
category of “producers of content” the central concerns are intention, psychological 
states, detection, and intelligence. Under category of “audience of content” there is the 
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application to reflect attitudes, interests, values (cultural patterns) of population 
groups. Finally, under category “effects of content” the application to reveal focus of 
attention and to describe attitudinal and behavioral responses to communications 
(op.cit.: 27-29). 
 
Similarly, O. Holsti (1969: 26) also concluded the purposes of content analysis in the 
following three categories: first, to describe characteristics of communication, 
including “what” (to describe trends in communication content, to relate known 
characteristics of sources to the messages they produce, to audit communication 
content against standards), “how” (to analyze techniques of persuasion, to analyze 
style), and “to whom” (to relate known characteristics of audience to messages 
produced for them, to describe patterns of communication); second, to make 
inferences as to the antecedents of communication, including “why” (to secure 
political and military intelligence, to analyze psychological traits of individuals, to 
infer aspects of culture and cultural change, to provide legal evidence) and “who” (to 
answer questions of disputed authorship); and third, to make inferences as to the 
effects of communication, including “with what effects” (to measure readability, to 
analyze the flow of information, to assess responses to communication). 
 
Later Roger D. Wimmer and Josef R. Domminick (1994: 142) discussed that studies 
using content analysis are generally done for one of the following five purposes, 
although it is difficult to classify and categorize various studies. Namely, they are 
“describing communication content”, “testing hypotheses of message characteristics”, 
“comparing media content to 'real world'”, “assessing the image of particular groups 
in society”, and “establishing a starting point for studies of media effects”. 
 
Krippendorff (2004: 47-74), however, categorized the applications in an another way, 
which focus on how researchers use the techniques and justify the inferences they 
draw in their analysis: “extrapolations”(trends, patterns, differences), “standards” 
(identifications, evaluations, judgments), “indices and symptoms”, “linguistic re-
presentations”, “conversations” and “institutional processes”.     
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The techniques which are usually applied in content analysis can be mainly 
generalized in the following four forms: “frequency analysis“, which is used to count 
the frequencies of the appearances of the units to be analyzed;  “value analysis”, 
which describes the contents by giving valuations like “negative”, “neutral” or 
“positive”;  “intensity analysis”, which measures the intensity of the valuations and 
“contingency analysis”, which tests the correlations between certain elements and 
other related categories (Schnell et al., 1999). 
 
Krippendorff (2004) classified the analytical techniques further in the following  7 
forms: “tabulations”, which refer to collecting same or similar recording units in 
categories and presenting counts of how many instances are found in each, including 
absolute frequencies (number) and relative frequencies (percentage); “cross-
tabulations, associations and correlations”, which cross-tabulate the frequencies of 
several variables and observe the frequencies of co-occurrences of values or 
categories rather than of simple categories; “multivariate techniques”, which include 
techniques such as multiple regression analysis, structural equations, etc.; “factor 
analysis and multidimensional scaling”, the former one of which is a favorite method 
in behavioral science, summarizing correlations among many variables by 
constructing a space with fewer dimensions in which the data would be represented 
with a minimum of loss in explanatory power, whereas the latter reduces the 
dimensionality of original distances of data points, trying to preserve their positions 
relative to each other; “images, portrayals, semantic nodes, and profiles”, which 
analyze linguistic or textual contexts in which references to the selected ideas occur; 
“contingencies and contingency analysis”, which infers networks of associations from 
patterns of co-occurrences in texts, whether they are generated by a source or attended 
to by readers; and “clustering”, which forms perceptual wholes from things that are 
connected, while separating them from things whose relationships seem accidental or 
meaningless (op.cit.: 191-210). Besides, there are also some frequently used 
qualitative approaches in  content analysis, such as “discourse analysis”, “social 
constructivist analysis”, “rhetorical analysis”, “ethnographic content analysis”, 
“conversation analysis”, etc (op.cit.: 16-17).      
 
A weakness of content analysis is that it cannot be used alone to provide the argument 
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to make conclusions and statements about the effects of content on the audience. In 
order to claim the media effects, further studies based upon the findings of content 
analysis are needed, such as cultivation analysis and study of agenda setting. The 
findings of a particular content analysis are also limited to the frameworks and 
definitions used in this research. Different researchers may develop different 
operational definitions and guiding rules to measure the same concept. Sometimes 
there could be also a lack of information related to certain special topics, which leads 
to impossibility to exert a content analysis about them. Besides, content analysis is 
frequently time-consuming and expensive.    
 
 
5.2 Initial Steps and Sample Selection 
 
 
To formulate proper research question and hypotheses is crucial to producing a 
meaningful and valuable content analysis. In order to formulate appropriate, valid and 
reliable major categories of content analysis, a set of appropriate hypotheses9 for 
investigation should be formulated, putting substance into the basic problem of this 
thesis. According to the different aspects in which category systems are to be 
formulated, hypotheses are roughly divided into following three groups: 
I. Original changes: the distributions of international items 
1. During the last decade (1995-2005) the trend of the content in the popular 
“teen magazines” shows more and more weights of globalization. Although the 
teen magazines towards a national audience mainly focus on domestic items, 
international items are getting more and more attentions. Cross-cultural and 
inter-cultural communications are actually under their ways.   
2. The origins of the international items in the sample contents in different 
national countries (in this case, Germany and China) show a different 
distribution of the influence of globalization: Germany is paying more attention 
to USA and other western countries, especially other European countries; while 
China more to Japan, South Korea and other Asian countries. However, the most 
proportion of all the international items in both countries is left for those from 
America.     
                                                
9These hypotheses are secured partly from introspection on the part of the analyst, partly from the 
cursory reading sample contents under analysis, partly from reviewing existed studies of this 
general kind, and partly from reading material on youth and globalization in general. 
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3. In spite of the great differences in other foreign cultures, the international 
parts appeared in the selected contents under analysis seem to be selected and 
described on the same basis with the same orientation, i.e. modern values and 
standards, instead of depicting traditions and the uniqueness of the other 
nations. Correspondingly, nations with less modernity show up less frequently 
and vise verse.    
 
II. Thematic differences and similarities 
4. An overview of the thematic categories of the items in the sample magazines 
disclose that  the both German magazines intend to provide their readers mainly 
stuffs for recreation and entertainment; at the mean while, both of the Chinese 
magazines demonstrate  to be more interested in providing educational oriented 
materials for their readers.   
5. Concerning the thematic category of “entertainment”, which offer news and 
information about movies, pop songs, soaps as well as stars, although the their 
proportions in the sample magazines of Bravo and Boys & Girls distinguish, the 
distribution of different kinds of entertainment content in the two countries are  
getting closer during the decade.    
6. Under the category of “entertainment”, the subcategory of “stars”, mainly 
information and reports about popular stars, whether they are movie stars or pop 
singers, take the leading place. And likewise, the profiles and distribution of 
various popular stars that teenagers are chasing after in the two countries are 
also undergoing the tendency of getting closer. 
7. Concerning one of the hottest topics for youth due to the special physical and 
psychological status during adolescence, sex and love, it is presented differently 
in German and Chinese magazines: while the German version emphasizes more 
“sex”, which can be deemed as mainly body oriented; the Chinese counterpart 
pay more attention to “love” (romantic relationship), which involves less body 
contacts. 
8. In the sample magazines of Juvenile Science Pictorial and Yps mit Gimmcks, 
a tendency of close combination of modern technology, especially media 
technology, with entertainment is revealed in the decade, within which swift 
development of technology brings the prosperity of various media products 
aiming at entertainment, at the meanwhile, through the great needs of 
entertainment further development of multiple technologies is promoted and 
worldwide spread. 
 
 
III. Words and designs: 
9. The more and more frequent usage of international words (for example, 
English words in German language, and direct translation into Chinese words 
from English and other languages according to pronunciation instead of 
meanings) , especially the words coined by and popular among teenagers, which 
are considered unique and cool, portray the influence of globalization upon 
youth culture from an another point of view. 
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10. The influence of globalization hides also behind the changes and trends of 
the formation and designs of the media itself, in case, the selected sample 
teenage magazines in both countries through all these years. This non-content, 
i.e. pictures, photos, cover designs, embodies the modern idea and concept just 
like the content does. 
 
To define the universe of the content analysis in this thesis, the boundaries of the body 
of content to be analyzed are specified as the content of popular teenage magazines 
published in China and Germany, respectively in the year of 1995 and 200510. 
 
No doubt that in this content analysis a method of multistage sampling will be used. 
The first stage is to take a sampling of content sources among the enormous available 
contents. In this case, the author intends to respectively select two different kinds of 
magazines as samples from all the teenage magazines published in both countries. 
These two magazines in each country would be chosen at different circulation levels 
as well as different thematic focuses. Primarily the top teenage magazine with the 
largest circulation figures and the most popularity throughout the past decade (1995-
2005) will be selected. In Germany this selected magazine will be Bravo due to its 
leading circulation and its great influence upon teenage culture with a root of its 
appearance in 1950s. In China, the magazine chosen as the sample teen magazine with 
the largest circulation will be Boys and Girls. It’s hereby necessary to point out that 
some of the leading circulation teenage magazines in China are newly appeared by the 
end of last century or in the new century. Therefore they don’t have counterparts at the 
beginning of this decade, namely 1995, when they should be chronically compared. 
Taking this fact into consideration, I’d like to take the one that has been existed 
through the whole period and at the same time been keeping a relatively large 
circulation. In addition, Bravo and Boys and Girls are both nationwide distributed in 
their own countries. 
 
The other kind of magazine will come from the collection of teen magazines with a 
smaller circulation and with a focus on sciences and knowledge, since this topic 
usually also plays a relevant important role in adolescents’ and younger children’s life. 
In China the selected magazine will be Juvenile Science Pictorial, first published in 
                                                
10Out of practical reason two selected issues of the sample magazine YPS were published in 2006. 
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1970s in Beijing. The German counterpart is YPS mit Gimmick, weekly published by 
Gruner+Jahr in Munich since 1975 up to 2000. After that YPS ceased to be published 
for about 5 years. In 2005, Epaha Publishing house bought the previous popular youth 
magazine and issued 4 test volumes during the time period between August 2005 and 
2006. Although YPS also focus upon natural sciences and knowledge, it leans more to 
entertain its readers, who are mainly under 15, with several series of comics (for 
example, PIF, Yinni and Yan, Gespenster GmBH, Lucky Luke, Isnogud, Hugo, 
YPS+Co. etc.) published in each volume. Even the magazine itself is shaped as a 
character in a comic sere “YPS + Co.”. Another feature of this magazine is its 
Gimmicks. Actually the gimmicks work rather as playing materials, practical 
materials or tricks than learning stuffs. However, the gimmicks attracted a lot of 
readers and kept them collecting all the issues. The only column of science knowledge 
concentrates mainly on animals, which is always the favorite topic of children and 
younger teenagers. 
 
Once the sources have been identified, the second step is to select the dates. Bravo is a 
weekly-published magazine since its first issue. Therefore there are all together 52 
issues in a whole year. But Boys and Girls was only monthly published in 1995, and 
half-monthly published in 2005. Finally 12 issues of each selected sample magazines 
will be randomly picked out among the collections of 1995 and 2005 in order to 
obtain equality in the quantity of the contents which will be analyzed. The other two 
titles of sample magazine, namely JSP and Yps are similarly selected. Since JSP again 
is monthly published, all the 24 issues in 1995 and in 2005 were involved. Yps was 
once a weekly magazine until 2000. So the sample contents from 12 issues in 1995 
would be chosen randomly out of all the collections in the whole year. But there are 
only 4 test issues of Yps in 2005 and 2006, which are available to be analyzed. After 
these four test issues, no more new volumes appeared. All together it yields a final 
sample of 24 issues of Bravo, Boys & Girls, and JPS as well as 16 issues of Yps, 
which makes a total of 88 issues. 
 
Finally there comes the third stage of selecting content for analysis. In this case, the 
collection of all the headlines in each sample and every cover story or the topic story 
of the issue will be collected, sorted, tabulated and analyzed, regardless of its size. 
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Analysing items without reference to the respective context is besides a fundamental 
disposition of understanding globalization processes. 
 
 
5.3 Categorization and Coding 
 
 
The category system used in any study of content analysis is supposed to be the core 
of the whole procedures. As Berelson (1952: 147) points out, 
Particular studies have been productive to the extent that categories were clearly 
formulated and well adapted to the problem and to the content. 
Following guiding rules should be conducted during the formulation of categories in 
order to obtain relatively high reliability and validity. First of all, a category system 
should be mutually exclusive: a unit which is to be analyzed should fall into one and 
only one category. If a unit can be placed simultaneously in more than one category, 
analysts then have to redefine the indicators for major categories. Secondly, the 
property of exhaustivity should be reached by logically putting all the units into 
certain categories. Actually, a category labeled “other” or “miscellaneous” is often 
used by researchers to avoid losing exhaustivity. Sometimes, dichotomization or 
trichotomization of the content is also used to assure exhaustivity. Finally, there 
should also be intercoder reliability, when more than one coder is joining the coding 
of the content, and intracoder reliability, when only one coder is doing the coding. 
Reliability, which is crucial in content analysis, can be achieved and improved 
through precise definition of categories and through doing pilot study of coding. 
Concerning reliability of this study, it would be discussed in later chapter. 
 
Berelson continues to divide categories roughly into two types: “What is said” 
categories and “How it is said” categories. Under “What is said” categories there are 
subject matter, direction, standard, values, methods, traits, actor, authority, origin as 
well as target categories; while under “How it is said” categories form or type of 
communication, form of statement, intensity and device categories. Since the aim of 
this thesis is to discover the trends of a body of content during a period of time and to 
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compare the similarities and differences from two bodies of content, the categories in 
this analysis are classified mainly according to the subject matter, origins, and values, 
etc., omitting the differences in linguistic or grammatical fields. Another factor taken 
into consideration of the classification of categories in this analysis is that the 
linguistic incompatibility of the two original languages used in the sample magazines, 
Chinese and German, which makes the comparison of syntax and grammar little sense 
to our research questions here. 
 
According to different hypotheses, different category systems are constructed: 
categories of origins, categories of subject matters, and categories of value 
orientations. Since it is supposed to be easier to combine several categories into a 
large category than to subdivide a large one after the units have been coded, all the 
contents were firstly divided into many small categories according to different subject 
matters or topics, and then were combined into several major categories, while the 
original small categories stay unchanged as subcategories. 
 
The category system of origins was constructed according to the origins of the units, 
which can be presented by the following tree, and the category system of value 
orientations is simply dichotomized: 
Category system of origins 
 1  domestic 
 2  international: 
 2.1  USA 
 2.2  Europe 
 2.3  Asia 
 2.4  Africa 
 2.5  EU/USA mixed 
 2.6  others 
 3  mixed 
 4  can't tell 
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Category system of value orientations 
 1  modern 
 2  non-modern 
 
The four category systems of subject matters for the sample magazines are 
constructed as below: 
Boys & Girls 
 1  puberty problems 
 1.1  cross-gender relationship/friendship/gender role 
 1.2  sex/puberty development 
 1.3  mental/body health 
 1.4  delinquency/self-protection/social problem  
 2  daily life of youth 
 2.1  peers 
 2.2  relationship with teachers 
 2.3  campus life 
 2.4  relationship with parents/family 
 2.5  after school life 
 3  adolescent self-development 
 3.1  value/meaning/moral development 
 3.2  growing experience 
 3.3  emotion/feeling/mood 
 3.4  character development 
 4  free time 
 4.1  entertainment/sports 
 4.2  fashion/trends 
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 4.3  extracurricular knowledge 
 5  others 
 5.1  learning help 
 5.2  interaction 
 5.3  activities 
 5.4  editor stories 
 
BRAVO 
 1  entertainment & sports 
 1.1  stars 
 1.1.1  news/gossips/info/parties 
 1.1.2  interview/introduction 
 1.2  music 
 1.2.1  live show/event/concert 
 1.2.2  charts/CD/tour/song text 
 1.3  movie 
 1.4  TV program/soap 
 1.5  sports 
 2  puberty problems 
 2.1  sex/puberty/character test 
 2.2  romantic relationships 
 3  actual reports 
 3.1  social/environment problem/animal protection 
 3.2  juvenile life/problem/delinquency 
 4  free time 
 4.1  fashion/trends 
 4.2  fun(joke/riddle/comic/cartoon) 
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 5  others 
 5.1  interaction(reader feedback/fan club/voting) 
 5.2  forecast 
 
JSP 
 1  sciences 
 1.1  math’s/physic/chemistry 
 1.2  astronomy/geography/geology/paleontology 
 1.3  biology/ecology/zoology/botany/insect logy 
 1.4  physiology/psychology/medicine/health/sports 
 1.5  archeology/history/culture/ social sciences 
 2  technologies 
 2.1  communication/information technology 
 2.2  vehicles/transportation/astronautic technology 
 2.3  environment protection 
 2.4  military technologies 
 2.5  other technologies/inventions 
 3  free time 
 3.1  common sense/quiz 
 3.2  experiment/handwork/cooking 
 3.3  toy/game/book introduction 
 4  fiction & story 
 4.1  science fiction 
 4.2  serial fiction 
 4.3  feature/interview 
 
Yps 
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 1  comics 
 1.1  animal comics 
 1.2  human being comics 
 2  handwork 
 2.1  Gimmicks 
 2.2  handwork/poster 
 2.3  experiment 
 3  sciences & technologies 
 3.1  zoology/botany 
 3.2  astronomy/geography/geology 
 3.3  social sciences/others 
 4  free time 
 4.1  joke/humor/cartoon 
 4.2  trick/quiz 
 4.3  detective stories/others 
 5  others 
 5.1  magazine activities/interview/report 
 5.2  information/reader letters/forecast 
 5.3  win games 
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Chapter VI Findings and Results 
 
 
 
This research aims to analyze the titles of selected popular youth magazines from two 
countries, Germany and China to make cultural comparisons. Content analysis of 
titles within different theme categories is performed. The statistical procedures used in 
this content analysis include percentage calculation, frequency distribution, cross-
tabulation, and Chi-square Test (χ²). A significance level of p < .05, which is widely 
accepted and used among social scientists, was established as the rejection criterion 
for chi-square test (Siegel, 1956: 104). 
 
 
6.1 General Description 
 
 
The total number of titles in the selected 88 issues of sample magazines amounts to 
2275,  which is composed of the total number of 729 titles from BG (Boys & Girls), 
821 from BV (Bravo), 485 from JSP (Juvenile Science Pictorial) and 240 from YG 
(YPS mit Gimmick). The changes of the total number of titles from each sample 
magazine in 1995 and in 2005/06 are presented in the following figure: 
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Figure 6.1 Total numbers of titles from each sample magazine in 1995 and 
  2005/06 
 
 
Most of the magazines expanded their contents slightly during the decade. The only 
exception of YG is caused by the cease of the publication. Among them, titles from 
BG and BV are relatively on the same level of amount, while those from JSP and YG 
are obviously much lower than from the popular magazines, just half of them or even 
less. When the number of titles from Chinese magazines and German magazines are 
compared, we would find out that those from popular magazines in Germany are a 
little bit larger than their counterparts in China; while those from specialized 
magazines addressing younger audience (mostly pre-puberty children) are in the 
opposite situation. 
 
As mentioned in the previous chapter, the aim of this thesis is to discover chronically 
the trends of a body of content and to compare two bodies of content. Therefore the 
classified categories omit the differences in linguistic or grammatical fields, also due 
to the linguistic incompatibility of the two original languages used in the sample 
magazines, Chinese and German. In this case, the English translations of all original 
headlines in the selected titles lay a solid base for comparison in thematic aspect. 
Thematic distribution of titles in popular magazines BG and BV are illustrated 
respectively in the following two figures: 
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Figure 6.2       Thematic distributions of titles from BG in 1995 and 2005 
 
 
Figure 6.3 Thematic distributions of titles from BV in 1995 and 2005 
 
 
The main thematic categories of popular magazine in China (BG), namely “puberty 
problems” (30%, n=219), “daily life of teenagers” (26.8%, n=195), “free time” 
(25.1%, n=183) and “adolescent self-development” (11.4%, n=83) are almost equally 
distributed throughout the whole collection. No main category possesses titles over 
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half of the total number. However, the thematic category in German popular magazine 
BV, “entertainment”, with a percentage of 56% (n=460), is obviously the 
overwhelming one. The numbers of titles within the same categories in both BG and 
BV vary from 1995 to 2005 not dramatically, which makes the distribution of 
thematic categories of each magazine stay constantly during the time period. This 
reflects also the continuity of the editor policies of the magazines. 
 
Thematic distributions of titles from JSP is also tabulated in the number and presented 
in the bar figure below: 
 
 
Figure 6.4 Thematic distributions of titles from JSP in 1995 and 2005 
    
 
 
Since there are all together only 4 issues of sample magazine YG in 2005/06, the 
comparison with numbers of titles make no sense. Thematic distribution of titles from 
YG is counted in percentages of the titles falling in each category: 
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Figure 6.5 Thematic distributions of titles from YG in 1995 and 2005/06 
 
 
From the figure 6.3 – 6.4, it can be clearly stated that both JSP and YG have a 
dominating main category as their focus, which are respectively sciences (43.9%, 
n=213) and comics (44.9% in 1995, n=69; 29.2% in 2005/06, n=26). Although both 
magazines are with a scientific/technical theme, their editor policies are totally 
different. JPS focus a lot upon introduction and explanation of sciences and 
technologies, taking handwork, comics, jokes, tricks, games and other funny things as 
supplements. YG, on the contrary, deems providing entertainment and fun through 
comic strips and handworks for their young readers as the main responsibility, while 
introduction of sciences and technologies as supplements.         
 
Nevertheless, in both JSP and YG, there is a dramatic increase of the titles about free 
time, a collection of stuffs for kids to have fun, such as quiz, jokes and tricks, etc. In 
JSP, the number of titles for free time in 2005 reached 108, three times more than the 
number in 1995 (n=32). In YG, the percentage of titles for free time also climbed 
from 8.1% (n=12) in 1995 to 29.2% (n=26) in 2005/06, which is exactly the same as 
the percentage of the main category of this magazine, comics, in the same year. 
 
 
      Percentage (%) 
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6.2 Hypotheses Testing 
 
 
6.2.1 Original Changes: Distribution of International Items 
 
All the three hypotheses 1, 2 and 3 are relevant about the distribution of international 
items in the sample magazines. Therefore a chi-square goodness-of-fit test was 
performed to test whether there was a significant difference of the distribution of 
international items among all the issues of the selected four magazines in 1995 and in 
2005 respectively. A chi-square test revealed that the number of international items 
from Chinese sample magazines BG and JSP and those from German magazines BV 
and YG  differ from each other significantly (χ² = 21.83, df = 3 , p < 0.001).  Based on 
these results, the international items in all the issues from all the sample magazines 
are compared chronically. 
 
 
Hypothesis 1: During the last decade (1995-2005) the trend of the content in the 
popular “teen magazines” shows more and more weights of globalization. 
Although the teen magazines towards a national audience mainly focus on 
domestic items, international items are getting more and more attentions. Cross-
cultural and inter-cultural communications are actually under their ways. 
 
Hypothesis 1 predicted that during the decade between 1995-2005 international items 
are getting more and more attentions in the youth magazines for domestic readers. 
The distributions of international items in BG and BV are firstly examined. Some 
titles include mixed information from home land and one or more foreign lands. 
These titles are also counted as “mixed items”. The following table shows the 
frequency of domestic, international and mixed items in BG and BV during the 
decade: 
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Table 6.1 Frequency of domestic, international and mixed items in BG and 
  BV (1995/2005) 
BG 1995 2005 BV 1995 2005 
 n f (%) n f (%)  n f (%) n f (%) 
domestic 345 95 334 91.3 domestic 204 51.1 215 50.8 
international 17 4.7 29 7.9 international 81 20.3 104 24.6 
mixed 1 0.3 3 0.8 mixed 114 28.6 104 24.6 
total 363 100 366 100 total 399 100 423 100 
χ ² = 4.29 , df = 2 , p > 0.05 χ ² = 2.91 , df = 2 , p >  0.05 
 
 
The number of international items in BG increases from 17 in 1995 to 29 in 2005; 
correspondingly the percentage of international items raised also a little bit more than 
3 points (see Table 6.1). Simultaneously, the number of international items in BV 
increased also from 81 to 104 in the same decade, with an increase of percentage of 
international items at about 4.3 points (see Table 6.1). Not only in numbers but  in 
percentages are international  items in both Chinese and German popular teen 
magazines slightly - but not significantly - increased, although the Chinese magazine 
BG has paid relatively limited attentions upon international items (always under 
10%), compared to its German counterpart BV (always over 20%). 
 
The numbers and percentages of international items in JSP and YG in 1995 and 
2005/06 are listed below in Table 6.2. To be noticed is that there are some titles about 
principals of sciences and technologies, which are counted neither as domestic, 
international nor mixed items. These items are settled under the category of “can't 
tell”.     
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Table 6.2 Frequency of domestic, international and mixed items in JSP and 
  YG (1995/2005-06) 
JSP 1995 2005 YG 1995 2005-06 
 n f (%) n f (%)  n f (%) n f (%) 
domestic 64 31.4 116 41.3 domestic 204 51.1 215 50.8 
international 25 12.2 74 26.3 international 81 20.3 104 24.6 
mixed 21 10.3 18 6.4 mixed 114 28.6 104 24.6 
can't tell 94 46.1 73 26 can't tell 10 6.6 4 4.5 
total 204 100 281 100 total 151 100 89 100 
χ ² = 30.69 , df = 3 ,  p < 0.001 χ ² = 1.704 , df = 3 ,  p > 0.05 
 
 
In JSP, the international items increased more than doubled in the decade from 1995 
to 2005: the number from 25 to 74, while the percentage from 12.2% to 26.3%. Since 
YG has only 4 issues published in 2005/06, it would make no sense to compare the 
numbers of international items from YG. The percentages of international items in YG 
in 1995 and 2005/06 keep at the same level. The reason why that the percentage of 
international items from YG in 1995 was already so high might lay on the comic 
strips which were mostly “imported” from the most known comic producing countries 
like France, Belgium and the U.S.A, while in 2005/06 there are more popular comic 
strips home produced in Germany, for example, the successful football series “Die 
Wilden Kerle” (“The Wild Guys”). 
 
Based on the above results, when the international items in the issues from all the 
sample magazines are comprehensively considered, a slight increasing tendency can 
be disclosed, which cannot strongly in the whole range support the prediction stated 
by the first hypothesis of this analysis.     
 
 
Hypothesis 2: The origins of the international items in the sample contents in 
different national countries (in this case, Germany and China) show a different 
distribution of the influence of globalization: Germany is paying more attention 
to USA and other western countries, especially other European countries; while 
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China more to Japan, South Korea and other Asian countries. However, the most 
proportion of all the international items in both countries is left for those from 
America.   
 
Hypothesis 2 deals with the origins of the international items in the sample 
magazines. According to it, the sample magazines in Germany should show more 
influences from USA; while those in China more from Japan and other Asian 
countries. The most proportion of all the international items in both countries is left 
for those from America. This requires a detailed examination of the origins of 
international items in all the four sample magazines. 
 
From the following figure 6.6 we can see that in 1995 the most part of the 
international items from BG are about certain mixed countries, namely, European 
countries and the U.S.A (47.0%, n=8), followed by items about Hong Kong (29.4%, 
n=5) and those only about the U.S.A (11.8%, n=2). When summed up, all the items 
with European or American origins (n=11) make up the overwhelming percentage 
(64.7%) of the total international items in BG. 
 
The distribution of the origins of international items from BG in 2005 shows a change 
from concentration upon Europe and the U.S.A to a more or less balance between 
west and east. Items about Taiwan ranks the number one with a percentage of 27.6% 
(n=8), followed by those about the U.S.A (20.7%, n=6), and those with mixed origins 
from European countries and the U.S.A (17.2%, n=5). Total items with European and 
American origins (n=17) make up 58.6%, while the rest 41.4% (n=12) all come from 
Asia. What's to be noticed is that more countries or regions are included in the 
spectrum of both western (U.K, Italy, Spain besides the U.S.A) and eastern part 
(Taiwan, South Korea besides Hong Kong). 
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Figure 6.6 Percentages of international items from different origins in BG 
 (1995/2005)  
 
 
 
 
 
1995 
90 
 
 
It's quite obvious that the most part of international items from BV in both 1995 
(49.4%, n=40) and in 2005 (86.5%, n=90) are those with the origins in the U.S.A (see 
figure 6.7 in the nest page). With the items about other European countries except 
Germany itself, all items with European and American origins  together occupy 93.8% 
(n=76) of the total international items in 1995 and 95.2% (n=99) in 2005.  Within the 
items with European origins (except Germany), a shrink of amount and range is 
noticeably revealed: from 26 items about U.K (17), Sweden (5), Denmark (2), Ireland 
(1) and the Netherlands (1) to only 7 items about U.K (5), Russia (1) and the 
Netherlands (1).    
 
Few spaces are left for other countries outside of Europe and the U.S.A. The 5 items 
under the category “other” in 1995 are respectively about the following countries or 
regions: Peru (1), South Africa (1), Australia (1), Caribbean (1) and Siberian area (1). 
And in 2005 the 4 items under the category “other” change to those about Japan (1), 
China (1) and Nicaragua (2). Meanwhile the proportion of items about other countries 
outside of Europe and the U.S.A also decreases slightly from 5.9% to 3.8%, whereas 
its focus seeming to shift from Africa and Latin America to Asia, especially East Asia. 
 
 
 
2005 
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Figure 6.7 Percentages of international items from different origins in BV 
(1995/2005)  
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youth magazines JSP shows greater diversity of origins of its international items than 
those of BG in 1995 and 2005 both. Items with origins from the U.S.A take again the 
predominant part of the total international items in JSP 1995, with a percentage of 
54.2% (n=13). Here the total number is counted as 24, since the origin of 1 
international item cannot be identified. Items with European origins (U.K, France, 
Russia and Greece) rank as the second with 33.3% (n=8). The items with European 
and American origins all together make up the main landscape (87.5%, n=21) of the 
total international items. Both Africa and Asia (except China) have been paid only 
little attention with percentages of 8.3% (n=2) and 4.2% (n=1). 
 
The distribution of international items in JSP in 2005 changes with the same tendency 
as in BG in 2005: a rough balance between west (Europe, USA) and east (Asia). The 
items only with American origins decrease to 19.7% (n=15) of the total. Japan, not 
only among Asian countries but also the rest of the world, becomes the most 
frequently appeared origin of international items with a percentage of 27.6% (n=21). 
Nevertheless, items with European and/or American origins together are still 
overwhelming in the collection of international items: they amount to 47 and occupy 
63.5% of the total. Although the items with European items are exactly as many as 
those with Asian origins (for both, n=23), the European origins are rather scatteringly 
distributed among a bundle of different countries, including U.K (10), Germany (4), 
Italy (3), France (2),  Denmark (1), Norway (1), Russia (1), and Czech (1); whereas 
the Asian origins strongly confined  to Japan with only two exceptions, Indonesia (1) 
and Maldives Islands (1). Besides, three more regions of the world outside of Europe, 
the U.S.A, Asia and Africa show up as additions: Mexico (1), New Zealand (1) and 
Antarctic (1). 
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Figure 6.8 Percentages of international items from different origins in JSP 
  (1995/2005)   
 
 
 
 
The distributions of international items in YG are relatively simpler, compare to its 
 
1995 
 
2005 
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Chinese counterpart JSP. From the figure 6.9 below, the two major origins of 
international items in YG both in 1995 and in 2005/06 are France and the U.S.A. 
Items with French origins overwhelm among all the international items with climbing 
percentages: from 61.8% (n=21) in 1995 to 75% (n=15) in 2005/06.  The percentages 
of items with American origins increase limitedly from 17.7% (n=6) in 1995 to 20% 
(n=4) in 2005/06. Unfortunately, the number two major (20.6%, n=7) origin of 
international items in 1995, Belgium, vanished ten years later. Instead, 1 item with 
Italian origin takes place of the rest space besides France and America. It's noticeable 
that the international items from magazine YG were purely with European or 
American origins without any exceptions from the other areas of the world. 
 
Figure 6.9 Percentages of international items from different origins in YG 
  (1995/2005-06) 
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In order to check the hypothesis 2, three groups of percentages are compared in the 
following table, namely, the percentage of items with Asian origins, with origins only 
in the U.S.A and with origins in regions outside of Asia and America. 
 
 
Table 6.3 Percentages of items with origins in Asia, the U.S.A and other  
  regions (1995-2005/06) 
 year BG BV JSP YG 
Asian origins 
1995 35.3 1.2 4.2 0 
2005/06 41.4 1.9 30.3 0 
χ ² = 11.922 , df = 3 ,  p < 0.01 
American origins 
1995 11.8 49.4 54.2 17.7 
2005/06 20.7 86.5 19.7 20 
χ ² = 28.160 , df = 3 ,  p < 0.001 
Other origins 
1995 62.9 59.4 41.6 82.3 
2005 37.9 11.6 50 80 
χ ² = 29.457 , df = 3 ,  p < 0.001 
 
 
 
2005 
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According to table 6.3, we can state without doubt that among all the international 
items of all the sample magazines, both in China and Germany, both in popular 
magazines and magazines specialized in scientific themes, the most frequently 
appeared are those with American and/or other (i.e. European) origins with 
overwhelming percentages (all over 50%, but with changing percentages for the both 
points of time). An extreme example is the sample magazine of YG, in which no 
single international item comes from areas outside of Europe and USA. With 93.8% 
and 95.2%, percentages of the items with European and / or American origins in BV 
are also approaching the summit. Simultaneously the much higher quotas of Asian 
origins are revealed in both sample Chinese magazines, both in 1995 and 2005. The 
first statement of hypothesis 2, “German youth magazines are paying more attention 
to USA; while Chinese ones more to Japan, South Korea and other Asian countries” is 
therefore supported by the above analysis. 
 
As the proportion of the American origins among international items is concerned, 
percentages in table 6.3 are compared with the largest percentages of single origins in 
figure 6.6 – 6.9 respectively.  Only those of BV both in 1995 and in 2005 as well as 
those of JSP in 1995 are identified, namely, the items with American origins take the 
most proportion of total international items. In other sample magazines, the American 
origins are following different countries or regions like Hong Kong, Taiwan, Japan, 
France and Belgium. Due to these facts, the second part of hypothesis 2, “However, 
the most proportion of all the international items in both countries is left for those 
from America” is proved to be false. 
 
 
Hypothesis 3: In spite of the great differences in other foreign cultures, the 
international parts appeared in the selected contents under analysis seem to be 
selected and described on the same basis with the same orientation, i.e. modern 
values and standards, instead of depicting traditions and the uniqueness of the 
other nations. Correspondingly, nations with less modernity show up less 
frequently and vise verse. 
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Hypothesis 3 deals further with the frequency of appearance and value orientations of 
the international items with different origins. Firstly, all the items to be analyzed are 
categorized according to their themes, then a dichotomy of values is required: modern 
vs. non-modern, so that we can figure out the correlations of origins and value 
orientations. 
  
The following table is about the distributions of different origins and thematic 
categories of international items from all the 4 sample magazines. Combining some 
small categories together, items are mainly divided into 7 thematic categories: 
“entertainment/sports”, “adolescents' life”, “development problems (like animal 
killing, environment pollution, poverty, etc.)”, “science/technology”, “comics”, 
“science fictions”, and “free time”. 
 
Table 6.4 Categorized origins and themes of international items from all 
  sample magazines   
 entertainment sports 
adolescent's 
life 
development 
problems 
science/ 
technology comics 
science 
fictions 
free 
time total 
AF    2    2 
AN    1    1 
AT   1     1 
BE     7   7 
CB       1 1 
CN   1     1 
CZ    1    1 
DM 2   1    3 
EG    1    1 
Eu/A 18      17 35 
FR    4 36   40 
GE    2  1 1 4 
GR    1    1 
H.K 4 3     1 8 
ID    1    1 
IR 1       1 
IT  2  4    6 
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JP 1     1 21 23 
MD    1    1 
ML    1    1 
MX    1    1 
NC   2     2 
NL 2       2 
NW    1    1 
NZ    1    1 
PE   1     1 
RS 1   1  1 1 4 
S.A   1     1 
SB   1     1 
S.K 1       1 
SP  1      1 
SW 5       5 
TW 7      1 8 
UK 21 3  10  3 2 39 
USA 132 5  19 9 4 7 176 
total 195 14 7 53 52 10 52 38311 
 
The abbreviations of the country or area names in the table 6.4 stand for countries or 
areas as following: AF=Africa, AN=Antarctic, AT=Australia, BE=Belgium, 
CB=Caribbean area, CN=China, CZ=Czech, DM=Denmark, EG=Egypt, 
Eu/A=Europe/America mixed, FR=France, GE=Germany, GR=Greece, H.K=Hong 
Kong, ID=Indonesia, IR=Ireland, IT=Italy, JP=Japan, MD=Maldives Islands, 
ML=Malaysia, MX=Mexico, NC=Nicaragua, NL=the Netherlands, NW=Norway, 
NZ=New Zealand, PE=Peru, RS=Russia, S.A=South Africa, SB=Siberian area, 
S.K=South Korea, SP=Spain, SW=Sweden, TW=Taiwan, UK=the United Kingdom, 
and USA=the United States of America.   
 
From the table 6.4 we can find out that the U.S.A, with a total number of 176, is 
absolutely on the top of the frequency,  followed by France (40), UK (39), 
                                                
11According to table 6.1 and 6.2, the total number of international items from all the 4 sample 
magazines should be 384. Because the origin of one international item from JSP (1995) cannot be 
identified, the total number in this table counts only 383. 
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Europe/America mixed (35), Japan (23), Hong Kong and Taiwan (8), Belgium (7), 
Italy (6), Sweden (5), Germany and Russia (4), Denmark (3), Africa, Nicaragua and 
the Netherlands (2). And the rest countries and areas have only one item for each 
correspondingly.   
 
When we take a closer look of the content of the items listed in the above table, we 
could find that only a small part of them, to be exactly, 15 out of total 383 items, fall 
in the category of “non-modern”, which are illustrated in details in the table 6.5 (see 
next page). On the one hand, except UK and Australia, all the rest of the countries or 
areas in the table 6.5 are developing or even undeveloped nations. Among the items 
with origins of these non-developed countries, 5 are about endogenous animals in 
these countries or areas (Africa, Antarctic, Mexico and Siberian); 2 are criticizing the 
killing of animals in these countries (China and South Africa); 2 are reporting upon 
poverty (Nicaragua); and the rest one is about the environment pollution (Peru). On 
the other hand, none of them appeared in the category of “modern” value orientation. 
Thus the hypothesis 3 is obviously (p < 0.001) strongly supported.   
 
 
Table 6.5 Illustrative titles falling into the “non-modern” category of value 
  orientations 
country/area title 
Africa Birds in Africa (JSP1995) / Ugly but Lovely African Wart Hogs (JSP2005) 
Antarctic Watching Penguins with Me (JSP2005) 
Australia Brutal Kangaroo Murder! (BV1995) 
Caribbean Caribbean Style (BV1995) 
China Report: Brutal Killing of Sweet Cats! (BV1995) 
Czech The Capital of Europe – Prague (JSP2005) 
Mexico The Migration Trip of Danaus Plexippus12 (JSP2005) 
Nicaragua My Long Exciting Travel (BV2005) / It's Already Difficult! (BV2005) 
Peru This Paradise Flooded in Oil (BV1995) 
Siberian Bravo and WWF Start Together the Great Action: “Save the Tigers!” (BV1995) 
South Africa Perverse: Elephant Meat in Cans! (BV1995 ) 
U.K. The Mystery Pumas in Surrey (JSP1995) / Cambridge in My Eyes (JSP2005) 
 
                                                
12 Danaus Plexippus is a kind of rare butterflies originated in Mexico. 
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6.2.2 Thematic Differences and Similarities 
 
As briefly explained in the general description at the beginning of this chapter, the 
constructions of thematic distributions in sample magazines and their changes during 
the time period show great distinguishes in both countries, which would be handled in 
the testing of hypothesis 4 in details. Nevertheless, some similarities can also be 
discovered by probing into certain distinguished aspects, into which hypotheses 5, 6, 7 
and 8 are involved, respectively: entertainment and stars, sex and love, as well as 
media and technologies. 
 
 
Hypothesis 4: An overview of the thematic categories of the items in the sample 
magazines disclose that  the both German magazines intend to provide their 
readers mainly stuffs for recreation and entertainment; at the meanwhile, both 
of the Chinese magazines demonstrate  to be more interested in providing 
educational oriented materials for their readers.   
 
As we can see in the general description, the thematic categories and their focus in 
both popular magazines and science-technology specific magazines in Germany and 
China differ a lot from each other. The topic for a main thematic category in German 
youth magazines can be found in Chinese ones only as a small subcategory. For 
example, “entertainment & sports” is the major category in BV, but appears in BG 
only as a subcategory which takes a relatively low distribution in total; and the two 
major categories of JSP “sciences” and “technologies” are only to be found in YG as 
one category “sciences & technology”. Besides, there is also certain category or 
subcategory which can only be found in German or Chinese version, such as “learning 
help” in BG and “comics” in YG. These differences reveal mainly the difference of 
orientations of the magazines: entertainment-oriented or education-oriented. Thus the 
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hypothesis 4 which assumes that German versions are more entertainment or 
recreation oriented, while Chinese versions more education oriented. 
 
In order to test the hypothesis, we have to give a rough division of all categories 
according to these two orientations: entertainment and education. Here “education” 
includes not only school learning, but also sex education, moral education (especially 
in the Chinese case), etc. Categories or subcategories are listed in the table 6.6, 
according to their orientations, and their percentages of total in the 4 sample 
magazines are followed in the table 6.7: 
 
Table 6.6    Categories and subcategories with different orientations 
  education-oriented entertainment-oriented 
BG 
puberty 
problems: 
 cross-gender relationship/friendship/gender role 
sex/puberty development  
body/mental health  
delinquency/self-protection/social problem  
  daily life of youth 
 adolescent self-development  
free time: 
 entertainment/sports 
 fashion/trends 
extracurricular knowledge  
others: 
learning help  
 interaction 
activities  
 editor stories 
BV 
  entertainment/sports 
puberty 
problems: 
sex/puberty/character test  
 romantic relationship 
 actual reports  
  free time 
  others 
JSP 
 sciences  
 technologies  
  free time 
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  fictions & stories 
YG 
  comics 
  handwork 
 sciences & technologies  
  free time 
  others 
 
 
Table 6.7 Percentages of items with different orientations (1995/2005) 
 year education-oriented entertainment-oriented total 
  n f (%) n f (%) n f (%) 
 
BG 
1995 167 46 196 54 363 100 
2005 146 39.9 220 60.1 366 100 
χ ² = 2.871 , df = 1 ,  p > 0.05 
 
BV 
1995 60 15 339 85 399 100 
2005 64 15.2 358 84.8 422 100 
χ ² = 0.001, df = 1 ,  p > 0.1 
 
JSP 
1995 155 76 49 24 204 100 
2005 150 53.4 131 46.6 281 100 
χ ² = 25.87, df = 1 ,  p < 0.001 
 
YG 
1995 10 6.6 141 93.4 151 100 
2005/6 4 4.5 85 95.5 89 100 
χ ² = 0.462 , df = 1,  p > 0.1 
 
 
Chinese magazines retain much more education-oriented items than their German 
counterparts (χ ² = 32, df = 1,  p < 0.02). According to table 6.7, a sharp contrast is 
especially presented in the case of the JSP vs. YG, where education-oriented items in 
JSP are dominating (both in 1995 and in 2005 over 50%, although there was a rapid 
increase in entertainment-oriented items in 2005); entertainment-oriented items are 
dominating in YG (in both years over 90%).Through this analysis the hypothesis 4 can 
be, in turn, proved to be true. 
 
 
Hypothesis 5: Concerning the thematic category of “entertainment”, which offer 
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news and information about movies, pop songs, soaps as well as stars, although 
the their proportions in the sample magazines of Bravo and Boys & Girls 
distinguish, the distribution of different kinds of entertainment content in the 
two countries are  getting closer during the decade. 
 
Hypothesis 5 focuses upon topics about all kinds of entertainment in teenage 
magazines. In order to closely examine the distributions of these thematic categories 
and their changes we would go to pop teen magazine Bravo and Boys & Girls from 
1995 to 2005. 
 
 
Figure 6.10 Percentages of items under category “entertainment” in BV and 
  BG (1995-2005) 
 
 
 
 
 
 
 
 
 
An overview of the distributions of category “entertainment” in both BV and BG 
throughout the decade (1995-2005) is presented in the figure 6.10. Although the 
distances between the two magazines BV and BG are obvious and enormous, the 
changes between the two ends of the time period within the same magazine are almost 
negligible, with a slight  decrease of 0.2% by BV and 0.1% by BG (χ ² = 0.031, df = 
1 , p > 0.1). 
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It seems that both magazines keep their interests in the category “entertainment” at a 
relatively unchanged level. However, a closer look at the distributions of 
subcategories under the central category “entertainment” would reveal a more 
complicated changing landscape of both magazines' interests in stuff of 
“entertainment”. The most conspicuous change is the sharp decline of the percentage 
of subcategory “sport” as part of the category “entertainment” in BG from 2.2% to 
0.3%, which is explicitly depicted in the figure 6.11 – 6.12. This change is partly 
related to the collapse of the ideological tradition, based upon which sport games are 
organized and supported by the nation and sportsmen/women, especially those who 
have won world champions, would be respected as national heroes in China. 
Therefore sports and sport stars appeared in the youth magazines in the early part of 
the 1990s were not only deemed as providing their readers entertainment, but also 
more or less a sense of patriotism, which explains the dominance of “sports”13 over all 
other subcategories. Nowadays, national sports are gradually losing their glamor and 
attractiveness to the younger audience, which is more attracted by popular 
professional sport games like soccer, basketball in western countries. Actually the 
only item under the subcategory “sports” in BG 2005 is a report about the ongoing 
season of NBA in the USA.    
   
Figure 6.11 Percentages of subcategories under “entertainment” of total items 
  in BV & BG (1995-2005) 
 
                                                
13It should be pointed out that under the subcategory of “stars” in BG 1995 more than half of the total 
items are also about sport stars, which again reveals the dominance of “sports”. Details would be 
discussed by testing of next hypothesis. 
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Figure 6.12 Distribution of subcategories under “entertainment” in BV & BG 
  (1995-2005) 
 
 
An obvious change happened in the case of BV is that the subcategory of “music” has 
shrunken dramatically from a position on the top of all the subcategories with 25.6%  
in 1995 to 14.5%, which is even less than the half of the new top subcategory “stars” 
(32%) in 2005. “Music” has once been the strongest and most influential and 
attractive content of the magazine since its very beginning with the successful report 
about the German tour of the worldwide known English pop band Beatles in the 
1960s. It has gradually developed into a wide spectrum of music with different styles, 
such as rock 'n' roll, hip hop, techno, ballad, pop, heavy metal, etc. In the selected 
sample issues of the magazine in 1995, beside the overwhelming reports about pop 
music, regular columns about certain music directions such as “heavy metal 
magazine” (heavy metal), “beat box” (rap, hip hop, techno) can also be easily 
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recognized. Nevertheless, the new landscape of music in the 2005 issues tends to blur 
the clear boundaries between these different directions, for example, the special 
columns for music styles are disappearing, and most reports about events or 
musicians, regardless in which direction, are under the magazine column “Star”. The 
reports about live concerts and shows, which were dominant content in the issues of 
1995,  are also squeezed to a much narrower space by charts, tour information, CD 
release, and the long text of hip hop song which usually take a whole page. In the 
charts of singles and albums different styles of music are also mixed. Another 
characteristic of the music column in the 2005 issues is the strong interactions 
between the magazine and their readers: song texts are selected through the reader 
voting in the web site of the magazine, one of the charts is the Bravo readers' chart, 
which is also generated by the online or telephone voting, and a special chart of ring 
tones for mobile phone is also offered with the possibility for the readers to download 
the favorite tones from the internet.    
 
Except the dramatic changes in these two aspects (sports and music), it's interesting to 
notice that the distributions of other subcategories, namely “stars”, “movies” and 
“TV”, and their changes in both cases of BV and BG resemble. Especially, compared 
to the totally different presented distribution of all subcategories in 1995, the 
proportions of subcategories in 2005 take much more similarity, in spite of the fact 
that the absolute values of the number of the items under the categories are not 
comparable. Both magazines pay the most attentions to the subcategory of “stars”, 
whose personal lives seem to draw the eyeballs of their young fans successfully, 
followed by the subcategory of “music”, which has always been proved to be the 
closest friend of teenagers. The doubled increasing percentage (from 0.8% to 1.6%) of 
the subcategory “music” in the case of China is mainly due to the popularity of a 
recent emerging television show called “Chaoji Nüsheng” (Super Girl or Super Voice 
Girl), launched by the local channel of Hunan province14, which is similar with the 
German program “Deutschland sucht den Superstar” (Germany looks for superstar).  
                                                
14 Chaoji Nüsheng (Super Girl) was an annual national singing contest for female contestants between 
2004 and 2006.  It was generally described as the mainland China's version of Pop Idol and became 
one of the most popular entertainment shows in China. Despite Super Girl's major popularity and 
success, the show was heavily criticized by some government officials as “poison” for the youth. The 
program was re-launched in 2009 as Kuaile Nüsheng (Happy Girls). 
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The subcategory “movies” (χ ² = 0.03, df = 1, p > 0.1) and “TV” (χ ² = 0.018, df = 1, 
p > 0.1) seem to keep more or less at a same level during the decade. And at last there 
is the least interested subcategory “sports”. The complete vanish of this subcategory 
in BV 2005 could be explained by the issuing of a daughter magazine Bravo Sport in 
the late part of the 1990s. Concerning the above mentioned aspects, we can observe a 
smaller gap (from χ ² = 47.55, df = 4, p < 0.001 in 1995 to χ ² = 6.362, df = 4, p > 0.1 
in 2005) between the distribution curves of subcategories under “entertainment” in 
2005 than in 1995. As a result, hypothesis 5 is proved to be true.                   
 
 
Hypothesis 6: Under the category of “entertainment”, the subcategory of “stars”, 
mainly information and reports about popular stars, whether they are movie 
stars or pop singers, take the leading place. And likewise, the profiles and 
distribution of various popular stars that teenagers are chasing after in the two 
countries are also undergoing the tendency of getting closer. 
 
Hypothesis 6 deals further with the leading subcategory of “entertainment”, the 
“stars”. Pop stars are the souls of the teen magazines in western countries, without 
whom no teenagers will put a single glimpse on the magazines. Stars are usually also 
the main attractiveness of any entertainment contents like films, soaps, games and pop 
songs as well as sports events, since teenagers are just in the right phase of their whole 
lifespan to worship the idols in any aspect they are interested in. 
 
The worship of stars and their functions have always been arousing the interests of 
researchers. For instance, Rolf Gutte (1973: 49-54) divided the stars offered by Bravo 
for the youth as models of social identification into following 4 groups: “luxury 
stars”( or super stars, top stars, pop giants, pop kings), who don't appear in every issue 
and would not always be reported with exclusivity in the magazine, rescue the youth 
from their experiences of daily lives, release them from the fighting against the 
constraints and limits of reality, and  grant them a “dream reality” without conflicts 
and worries as refuge for momentary satisfaction; “hard men”,  who have own 
opinions, stay cool, and are confident, usually elder than other stars, attract the youth 
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with their authorities like fathers through their success and confidence; “big boys / 
clean girls”, who are usually charming and lovely, uncomplicated and nice, happy and 
friendly, present themselves as products for their fans and exist only to fulfill their 
wishes; “gentle savages”, who are a group of wild and rebellious young musicians 
with reduced progressive and “revolutionary” appearances, performing beyond proper 
and acting shockingly, stand for music insanity, feeling, freedom, disinhibition and 
removal of aggression for youth. 
 
However, this diversification of star profiles has not yet been reached in Chinese 
youth magazine BG. Most of stars appeared are more or less the “big boy” or “clean 
girl” type. “Hard men” type shows up occasionally, while “gentle savages” and 
“luxury stars” are completely absent, which is partly due to the still not fully 
developed domestic pop culture in mainland China, and partly due to the lack of 
introduction and access to western styles of pop culture. Therefore the profiles of 
“stars” to be compared would not be classified like this, but according to the career 
realms of the stars, including musicians, movie stars, and TV stars.      
 
Actually when we probe into the contents about stars provided by BV, it can be found 
out that there are two types of items: one type is the clustering information about 
personal data like birthdays of stars, scandals or gossips of love affairs, news of stars 
attending certain events or parties, etc. The other one is the reports or interviews of 
certain star or, in the case of musicians, members of a band. Bravo has won many fans 
through their exclusive interviews about some favorite stars of youth, but not all the 
stars show up there, especially the Hollywood “luxury stars”, like Brad Pitt and 
Johnny Depp. In its Chinese counterpart, the first type of issues about stars is absent, 
which is also presented in the following figure 6.13. In the sample magazines of BG 
in 1995 there was no interview of stars, either. However, this type of item appeared 
and increased rapidly in the issues of 2005: 7 out of the total 16 items are exclusive 
interviews of stars. 
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Figure 6.13 Distribution of different kinds of items under “stars” in BV & BG 
  (1995-2005) 
 
In the above figure we can clearly see that in the landscape of subcategory “stars” in 
the magazine BG of 1995 a special kind of items, namely “sports stars”, sticks out 
with an overwhelming occupation of 69.2%, which cannot be found either in its 
German counterpart or in its later issues in 2005. The popularity of sports stars in the 
earlier years and their disappearance in the new century are also closely related to the 
reason that caused the changes in the subcategory of “sports” in the magazine BG 
during the decade. Except that, the items about TV stars in BG 1995 didn't exist, 
probably because that at that time television soaps and melodramas were still not so 
popular as nowadays in China. 
 
Concerning the changes of distribution of items under subcategory “stars” in BV and 
BG, as we could observe in the figure 6.13, the Chinese BG magazine has undergone 
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enormous changes and the differences between BV and BG are getting closer: 
regardless the absence of “news & infos”, most attentions are paid to musicians, 
mainly pop singers, in both BV (from 43.75% to 45.9%) and BG (from 15.4% to 
56.25%) (χ ² = 12.787, df = 1 , p < 0.001); as soaps and television melodramas are 
getting popular, more TV soap stars are reported15 in BV(from 3.75% to 17%) and BG 
(from 0% to 25%) (χ ² = 4.921, df = 1 , p < 0.05); and movies stars keep their charm 
during the years (in BV it stays around 10% and in BG it increases from 15.4% to 
18.25%, χ ² = 0.054, df = 1 , p > 0.1). Thus the hypothesis 5 which emphasized the 
trend of getting similarity by subcategory of “stars” in both magazines of BV and BG 
is supported to be true. 
 
 
Hypothesis 7: Concerning one of the hottest topics for youth due to the special 
physical and psychological status during adolescence, sex and love, it is presented 
differently in German and Chinese magazines: while the German version 
emphasizes more “sex”, which can be deemed as mainly body oriented; the 
Chinese counterpart pay more attention to “love” (romantic relationship), which 
involves less body contacts. 
 
Hypothesis 7 deals with the hottest topics for adolescents due to the special physical 
and psychological status during adolescence in both countries: sex and love (romantic 
relationships). It shows up not only in the beloved “problem pages”, such as the 
columns answering questions from youth by experts (for example, “Dr. Sommer”) 
about sex and adolescence, but also penetrates into many other items, since anxiety 
about and longing for sex and love have always been the focus of the life throughout 
the earlier part of this phase in the life span. For example, the interviews of stars often 
include their personal experiences of sex and romantic relationships during their 
adolescence. 
 
In China this topic is only rather late coming onto the stage despite of deeply rooted 
                                                
15In German case, there are also some popular television comedians like Stefan Raab and Oliver Pocher 
among soap stars, due to the popularity of the TV comedy show in Germany. Anyway, this form of 
TV program doesn't exist on Chinese screen.   
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oriental traditional moral and cultural background. Nevertheless, when compared to 
the earlier issues of the Chinese youth magazine BG, the later issues in 2005 reveal an 
increase of  stuffs in the aspect of characterizing romantic relationships by leaps and 
bounds, while the topics about sex maintain its relatively low frequency of 
appearance. 
 
This prompt increasing interest in “romantic relationship” in the magazine of BG can 
be explained by the opener social background in China after entering the new century: 
the tact that parents and educators are more tolerant to adolescents' romantic 
relationships, and less fierce competition for education resources, especially in the 
urban areas, in combination provide the much larger space for this topic in youth 
magazine BG, compared with the decade before. What to be noticed here is, that the 
“romantic relationship”, defined in Chinese context, usually doesn't involve much 
body contacts, if there is any. Most items concerning “romantic relationship” in 
Chinese versions tend to describe the feeling of liking someone or falling in love with 
each other, with few implies of having body contacts like holding hands, kissing, etc.  
Another characteristic is that there is a concealed negative attitude towards developing 
romantic relationship during adolescence, especially during the high school years, 
since during the period of high schools school learning is still assumed to be the most 
important task for the youth. Many items under the subcategory “romantic 
relationship” end up with a negative result like failure of the college entrance 
examination, misunderstandings between friends or other peers, conflicts with parents 
or teachers, etc, which, in turn, imply that youth had better postpone their 
development of romantic relationships to their college life. 
 
The items concerning “sex & puberty” in Chinese magazine of BG are also focusing 
upon the body changes happened in puberty, with very few exceptions regarding sex 
activities between two genders or masturbation by oneself. To give a glimpse of the 
range of items under “sex & puberty” in BG and BV, the topics in certain item from 
both magazines in 2005 are displayed in the following list: 
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Table 6.8 Examples of topics in certain item under subcategory “sex &  
  puberty” in BG & BV (2005) 
“Red ants hotline” (BG2005, No.7)  “Is it normal, that...” (BV 2005,No.12) 
Why is there whelk on my face always before 
exams?  I am afraid of the first time (sex)? 
Why did I get foreskin infection again and 
again?  I am in pain when having sex? 
Why is there hair around my nipples (boy)?  I have never experienced orgasm during sex? 
The girl who likes to show her difference from 
other people  With 15 I am still not interested in sex? 
Why is my breast so small?  My breasts are not in the same size? 
 
 
In the following figure 6.14 the occupations of category “puberty problems”, in which 
“sex & puberty” and “romantic relationship” as subcategories locate, in both 
magazines of BV and BG are presented. While in BV almost only these two 
subcategories make up the most part of the category, in its Chinese counterpart BG 
there are much more other subcategories like “mental/body health”, “juvenile 
delinquency/self-protection/social problem” etc., which leads to a relatively higher 
total occupation around 30%, double of that in BV at the level of about 15%.    
 
Figure 6.14 Percentages of items under category “puberty problems” in BV 
  and BG (1995-2005) 
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By testing the hypothesis 7, the exact examination of these two subcategories in both 
magazines should be carried out. The percentages of these two subcategories “sex & 
puberty” and “romantic relationship” in both magazines (1995/2005) are further 
depicted in details in the following figure 6.15. The subcategory “sex & puberty” in 
both cases keep their levels steadily: in BV from 9% to 9.2%, and in BG from 2.2% to 
3.6% (χ ² = 0.235, df = 1, p > 0.1). Regarding the subcategory “romantic 
relationship”, both cases involve changes: in the case of BV, it does down sharply 
from 6% to only 2.8%, while in the case of BG, it climbs rapidly from the lowest 
rating of 1.1% to the highest one of 11.5% (χ ² = 8.26, df = 1 , p < 0.05). Although the 
percentage of subcategory “romantic relationship” in BG was only half of that of the 
subcategory “sex & puberty” in 1995, when the total amount of the items under these 
two subcategories in both 1995 and 2005 are considered, the result show that  BV pay 
more attention to “sex & puberty” (9.1%) than “romantic relationship” (4.4%); while 
BG, on the contrary, focus upon “romantic relationship” (6.3%) rather than “sex & 
puberty” (2.9%) (χ ² = 2.828, df = 1 , p > 0.05), which is only partly strengthened and 
supported by the above mentioned changing trends observed during the decade. 
Through this analysis the hypothesis 7, which assumes that the German versions of 
youth magazine offer more materials about sex oriented topics than Chinese versions, 
while Chinese versions pay more attention to issues about romantic relationship than 
German versions, is only supported to some degree, but not significantly because of 
small cases.        
 
 
Figure 6.15 Percentages of 2 subcategories under “puberty problems” in BV 
 (1995-2005)  
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Hypothesis 8: In the sample magazines of Juvenile Science Pictorial and Yps mit 
Gimmcks, a tendency of close combination of modern technology, especially 
media technology, with entertainment is revealed in the decade, within which 
swift development of technology brings the prosperity of various media products 
aiming at entertainment, at the meanwhile, through the great needs of 
entertainment further development of multiple technologies is promoted and 
worldwide spread. 
 
Since hypothesis 8 assumes that themes related to media  technologies in the sample 
magazines of  Juvenile Science Pictorial and Yps mit Gimmcks have strong connection 
with entertainment in a way which both of them promote and support each other 
mutually, a close look into the categories of “technologies” (JSP) / “sciences & 
technologies” (YG) and “free time”  would be necessary. 
 
If we look into the sub-categories under thematic category of “technologies” within 
the samples of JSP,  the data shows that actually there is an obvious decrease of the 
numbers and percentage of items about “communication / information technologies” 
during  the decade (from 8 to 4, and from 3.9% to 1.4%). By comparing the respective 
items related in 1995 and 2005, it seems that the reason why this fall of attention upon 
this specific topic occurred is the widespread application of the so-called ICT 
(Information and Communication Technology) throughout China since the later part 
of the 1990s, because the most items (6 out of 8 items) under subcategory of 
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“communication / information technologies” in JSP within the year 1995 focus upon 
introduction of this innovative technology (mainly Internet) for Chinese public who 
had little or no access to it at that time, whereas the 2005 items tend to scatter their 
attentions from mobile phone and CD player to the historical development of 
communication technologies. 
 
It's noticeable that although the distribution of items under subcategory 
“communication / information technologies” has been fallen, there is a massive 
increase in the distribution of items under another subcategory “toy / game / book 
introduction” (number rises from 2 to 43, percentage from 1% to 15.3%), which 
combines media technologies and entertainment strongly. In this subcategory, most 
items are about the latest information of popular video games, computer games, 
models of figures in animations and games. Besides, there is also introduction of 
some books written for youth in a small proportion. At the meanwhile, this dramatic 
change is also in contrast with the changes happened to the other two subcategories, 
“common senses / quiz” and “ experiment / handwork / cooking”, under the same 
category of “free time”, which have only moderately increased in their numbers and 
proportions (from 8.8% to 10.3% and from 5.9% to 12.8% respectively). It might 
imply a much stronger increasing tendency of media-related entertainment activities 
than other traditional recreation activities in the Chinese case.   
  
The category of “sciences & technologies” in YG, on the contrary, embrace fewer sub-
categories and among them nothing about ICTs. Concerning the connection of media 
technologies and entertainment, the category “free time” was examined: although it 
has expanded from only one sub-category of “jokes / humor / cartoons” to altogether 
three sub-categories, with two new ones in 2005-06, namely “tricks / quiz” and 
“detective stories / others”, none of the sub-categories under it shows a strong 
connection to any media technologies. Actually, most of the items concerning 
entertainment or free time activities in YG focus upon the traditional recreation 
materials and methods for youngster, such as handworks, pokers, cards, sand or quiz. 
 
To summarize, although there is a tendency of stronger combination of media 
technologies and entertainment in the Chinese sample magazine JSP, the changes in 
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the sample magazine YG in the German case show no trace of the similar tendency 
during the decade.  Hypothesis 8 is, therefore, not supported to be true. 
 
 
 
 
 
 
6.2.3 Words and Designs 
 
 
Hypothesis 9: The more and more frequent usage of international words (for 
example, English words in German language, and direct translation into Chinese 
words from English and other languages according to pronunciation instead of 
meanings) , especially the words coined by and popular among teenagers, which 
are considered unique and cool, portray the influence of globalization upon 
youth culture from an another point of view. 
 
In the testing of hypothesis 9 international words used in the titles of all the items in 
all the 4 sample magazines are counted and analyzed. In German case, these 
international words might also include alphabetic spelling of words in non-alphabetic 
languages, for example Chinese or Japanese, and  in Chinese case, direct phonetic 
translation into Chinese characters from English or other languages, according to 
pronunciation instead of meanings, are also counted as international words. In both 
cases, the coinage of international words and words in the own language would also 
be counted as international words. 
 
First of all, the international words used in the titles of items in the Chinese sample 
magazines BG (1995/2005) and JSP (1995/2005) are counted and analyzed. In the 
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case of BG, the issues of 1995 include only 14  (f = 3.9%) out of the total 363 titles 
which are observed to embrace international words or alphabets: 3 of them are 
completely in English (School Times, Campus Comedy, and Famous Film and Song), 
since they are under the column of “English Corner”, which provides short articles in 
English as learning stuff for readers; 4 of them contain the English word Sir, referring 
to school teachers, which is impacted by the language custom in Hong Kong  where 
school teachers are usually called Sir according to British system, and the word Sir is 
also directly used after certain family name in Cantonese, instead of using the Chinese 
vocabulary for teacher; 3 titles embrace abbreviations (e.g. PH, which is chemistry 
term) or expression in capital letters (e.g. ABC, which means some basic, principle 
elements); and the rest 4 titles include the following English words kiss, Hi, life, and 
cool respectively. 
 
In the 2005 issues of BG, the number of titles including international words doubled 
(28 out of 366 titles, f = 7.7%). The titles including abbreviations or expression in 
capital letters, with altogether 11 titles, take the leading place. Among them, vs, N 
(stand for “many” or “unknown number”), NBA, DV, QQ (chat tool like ICQ), DIY, 
and UFO are originated in English, while other abbreviations like GG and MM are the 
initial letters of pinyin16 of Chinese characters GeGe for “boy” or “young man” and 
MeiMei for “girl” or “young woman”, which are actually derived from Internet or chat 
language. 9 titles used English words such as super star, up, Hip Hop, story, E-mail, 
In, high, name, copy, etc. Actually there are corresponding Chinese vocabularies as 
translation for all of these words, but it's more popular among young people to use 
some of these English words directly, especially by chatting and writing posts in BBS 
forums. Typical ones are up (a BBS term here, which means to push one's post up to 
the top of the page), E-mail, In (here means “trendy”, “in fashion”), high (here means 
“exciting”), and copy. It's worth noticing that there are also some international words 
which are transferred into Chinese characters with similar pronunciation: two names 
of movie or cartoon figure (Harry Potter and Snoopy), one English word show, and 
one Japanese word kawaii, which means “cute”, “sweet”, “lovely”, etc. The rest 
international words that appeared in the titles are names of band or pop singers: Jay 
                                                
16Pinyin is the most commonly used phonetic system for standard Mandarin. It is also often used to 
spell Chinese names in foreign publications and can be used to enter Chinese characters on 
computers and mobile phones.   
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(Taiwan), Coco (Chinese American), Toro (Taiwan), Rain (Korean), and S.H.E 
(Taiwan).    
 
In the case of JSP, however, the usage of international words is proved to be very 
limited. In the issues of 1995 there was no single title which embraces an international 
word or even an alphabet; and in the issues of 2005, this phenomenon has not been 
changed much: only 4 titles contain international words, among which three are direct 
uses (CD, QQ17, G. I. Joe18) and one phonetic translation (for the English word show). 
 
The international words seem to be more frequently mixed in the German context, 
either in Bravo or in Yps, which might partly be due to the tendency of Anglicization 
and the absorption of foreign words into German language. Most frequently used 
English words such as star (superstar, megastar), rock, pop, punk, metal (heavy 
metal), song, show (power show), party, fan, live, style, look, cool, sexy, etc., have 
already been accepted as normal German vocabulary and used in everyday life. A 
closer look into the titles which include international words in Bravo imply the 
following typology: the first type refers to the titles including international words 
which are only person or band names, names of film or television products, or places; 
the second type would cover those titles which,  or part of which, appear  repeatedly 
as quasi column titles, such as “Love & Sex Report”, “Heavy Metal Magazin”, “TV & 
Soap News”, etc.; the third type embraces those titles with other international words 
rather than names, places, column titles, etc. In the following table 6.9 of distribution 
of these three types of titles in BV, we can find out that the second type actually 
makes up of the bulk of the whole collection of titles with international words in 1995 
and in 2005, since many of them appear almost in every issue throughout the year. 
One common place is that, in all the three types of titles with international words, the 
majority come from the category of “entertainment & sports”.   
 
Table 6.9 Distribution of three types of titles with international words in BV 
  (1995/2005)   
                                                
17“QQ” in this context refers to a kind of jelly produced by a well known food manufacturer in China. 
18“G. I. Joe” is a line of articulated “action figures” with military themes, produced by the toy company 
Hasbro. 
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titles with only 
international names 
column titles with 
international words 
titles with other 
international words total 
n % n % n % n % 
1995 74 18.5 150 37.6 32 8 256 64.1 
2005 55 13 172 40.8 57 13.5 284 67.3 
 χ ² = 2.421 , df = 2 ,  p > 0.5  
  
 
The most of these column titles embracing international words are under the category 
of “entertainment”, both in 1995 and in 2005 (see following table 6.10). And in 2005 
much more titles with international words have been observed to be under the 
category of “free time”. 
 
 
 
Table 6.10 Titles with international words appearing repeatedly in BV  
  (1995/2005) 
  1995 2005 
 
 
 
 
 
 
Entertainment 
star 
Bravo-Leser-Reporter(9) 
Show-Schlagzeilen(12) 
Zentrale-Fan-Club(12) 
Party/Party Alarm(3) 
Exit: Alles/Alle Facts über Eure Stars!(12) 
News: Heiße Facts & Gerüchte/Hot News/ 
Bravo News(12) 
Star Aktuell(4) 
...im Quick Chat(6) 
music Heavy-Metal-Magazin(7) 
Beat Box(5) 
Bravo Song book(12) 
Hit Paraden(12) 
Stars auf Tournee(12) 
Platten News(12) 
Sound check: neue CDs und DVDs / Check! 
Cds, DVDs & Games(12) 
Charts / Chart News(12) 
Song book(12) 
movie Neue Film am Start(12) Movie Roman(9) 
Movie News(9) 
TV TV Program vom ...(11) TV & Soap News(12) 
Puberty 
problems 
 Love & Sex Report '95(11) 
Foto-Love-Story(11) 
Bodycheck: ...(24) 
Actual reports   Report: ....(7) 
Free time 
 Witze & Cartoons(12) Comic: Sally & Fannie(1) 
L.A. Secrets(7) 
Oops! Eure Stars im Alltag erwischt(6) 
Fun & Win(6) 
Fun Active(6) 
Star Fun(8) 
Others   Bravo SMS-Voting(4) 
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Total  150 172 
 
 
In the third type of titles with international words, the majority also comes from the 
same category of “entertainment & sports”: it numbered 17 in 1995 (53.1% of the 
type) and increased to 32 in 2005 (56.1% of the type). The most frequently appeared 
international words in 1995 are star, style, Germany, show (each word 3 times) as well 
as rock and live (each word twice); while star (11 times), style (6 times) stay the 
favorite international words in 2005, followed by cool (5 times), girls (4 times), look, 
hit, power (each word 3 times), and party, top, fan, hip hop, sexy, interview (each 
word twice).   
 
The titles in Yps involve much fewer international words than those in Bravo. 
Nevertheless, the inclusion of international words in it, compared to its counterpart in 
the Chinese context, JSP, is relatively richer. In the collection of 1995 issues, there are 
only 8 (f = 5%) out of 151 titles which include following international words: punk, 
rock, daily, star, -killer, survival (twice), banknote, show, and party; and this number 
enlarged to 14 (f = 15.7%) in 2005/06 out of 89 titles with following international 
words: crash, tricks (twice), alien, cool, fan, super flash, magic, rap, camp, skate, 
team (twice), as well as a complete English title Money Makes the World Go around.      
 
Although in different degrees, all the cases of the usage of international words in the 
titles of the 4 sample magazines support the hypothesis 9, which suggest an increasing 
tendency of the appearance of international words including coinage words which are 
popular among teenagers (χ²=25.5, df=7, p <0.001). 
 
 
Hypothesis 10: The influence of globalization hides also behind the changes and 
trends of the formation and designs of the media itself, in case, the selected 
sample teenage magazines in both countries through all these years. This non-
content, i.e. pictures, photos, cover designs, embodies the modern idea and 
concept just like the content does. 
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Hypothesis 10 presumes that the changes of the non-verbal items of the sample 
magazines have also shown the impact of globalization during the decade. Here we 
would mainly take the cover of the sample magazine as the unit to be analyzed. 
Concerning the unit “cover”, the following basic elements are reviewed and analyzed: 
the size, the material (which kind of paper), and the layout, including color, figure and 
text, etc. 
The cover designs of Bravo in 1995 and 2005 present only subtle changes. The 
obvious common characteristics are the following points: first of all, the size and the 
material of paper remain the same all through the decade, which is typical magazine 
size 8.5" x 11" and super-calendared paper; secondly, on the cover of the sample 
magazines of both years, the big picture of one star, especially super star like Michael 
Jackson, or the members of a band are put in the visual center of the cover, usually 
taking the most places of the right or upper part of the cover, while several smaller 
pictures of other stars or other attractive items like tattoos or posters  are surrounding 
the main figure. Headlines and the name of the magazine Bravo on the cover of the 
issues in 1995 are usually in more than one color. For example, the letters of Bravo 
are printed in red, yellow, blue, orange and green respectively. However, the letters of 
the title Bravo on a certain issue of the sample magazines in 2005 are kept in one 
color, although the color changes from issue to issue. Concerning background color, 
the majority of the covers in 1995 are printed in just plain white or very light blue 
background, while many covers in 2005 are in relative stronger colors of red, orange, 
purple or blue. 
 
Anyway, besides the fact that a distinct difference is shown in the appearance of the 
stars, including the changes of hairstyles, make-up, dress, etc, one more subtle but 
interesting change of the layout of covers lies in the “frames” of the smaller pictures 
which are used to make them sticking out of the background. The earlier covers layout 
look more like typical magazine covers, since most small pictures were “framed” as 
photos or posters, which were stuck to the main picture; while the later covers 
resemble their web page design very much by “framing” the smaller pictures in 
“dialogue frames” as if hyper-links could be generated by clicking them. The 
arrangement of their positions is relatively regular, compared to the irregular sticking 
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of smaller photos to the background in the early versions.       
 
Unlike the colorful and crowded covers of Bravo, the covers of Boys & Girls in 1995 
were rather plain, with only one figure on each side of the issue, usually the middle 
school student who was reported in the column of “cover story”. This style has been 
kept throughout the decade, yet it has gradually changed into a more commercialized 
direction somehow, since the magazine has to adapt to the more and more 
commercialized market of mass media in China: more and more teenage 
advertisement models for fashions and electronic products are shown on the covers in 
2005, instead of common teenagers. The titles of stories are crossing through the 
covers in different fonts, colors and sizes to attract eyeballs. However, there was still 
no stars19 appearing on the covers, and only in few cases is it true that figures 
appeared on the cover are to be reported in the issue. Most cover figures are just 
teenager models, including those for commercial intentions. Concerning the material 
and the size of the covers, there has been no changes: both typical magazine size and 
art paper.      
    
The covers of Yps in 1995, which are only in the standard size of 7" x 10", are smaller 
than those in 2005/06, which are enlarged to magazine size. The layouts of Yps covers 
in 1995 are usually taking the Gimmiks as the main attraction in the middle and the 
logo of Yps on the left upper part of the cover. The usage of colors in the cover layout 
of Yps in 1995 kept being more or less consistency with the two main colors used in 
the logo, which is mainly composed of yellow background and the capital letter Y in 
red, accompanied by the two main comic figures of the Yps on the left side and the 
Gimmik number on the right side. In most cases the figures or scenes on the cover are 
presented in comic figures (the Yps or its companies) in order to make them funny and 
to attract younger readers, although sometimes photos of human beings are also used. 
Except the headline about the Gimmik in the issue, there’s usually no other headlines 
about other stories in the same issue. The most distinguished change of the layout of 
Yps in 2005/06 is that on the left margin of the cover a column with different 
background design, in which more titles, mostly comics, are presented with smaller 
                                                
19Actually some of the advertisements were presented by a female pop singer and an actor instead of 
teenage models. But they appeared then not in the sense of the reported figures like those stars 
appeared on the covers of Bravo. 
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pictures, has been added to the main figure of Yps and Gimmik of the issue. It’s 
interesting to observe that these smaller pictures are similarly “framed” as dialogue 
frames like those on the covers of the later Bravo issues, which also resemble its web 
pages very much. 
 
The changes of the cover designs of JSP between 1995 and 2005 are the most 
impressive ones. The previous covers of plain paper with figures, usually the main 
character which repeatedly appeared in different stories of most issues of the year, in 
black-white pencil painting style are completely replaced by the modern design with 
colorful pictures of the objects, which are usually reported in the cover story of the 
issue, as well as many distinguished headlines in different colors, sizes and fonts, 
printed on art paper. The size of the magazine is also enlarged from the smaller 
standard size to the typical magazine size. Although there’s no commercial massage 
on the cover, the detailed and attractive pictures of the “cover story”, together with the 
headlines for many other selling titles, work as the best advertisement itself for the 
issue.  Another interesting change is that although the later covers of JSP are always 
using real photos of people, animals or places, etc., comic figures are also valued 
much by sometimes using the whole back cover to present a short story with comic 
strips and even totally in English!   
 
Despite the slight changes happened to the covers of Bravo and Yps, we can still 
discern a similar tendency of the changes of non-verbal elements of the magazines, 
namely the covers, in both countries. All the magazines tend to change in the 
following direction: publishing in a larger size, printing the cover with strong colors 
on super-calendared paper or art paper, and using photos or comic figures of the 
“cover story” as the main attractiveness on the cover, completed with more headlines 
or pictures, usually in a smaller size, of other stories from the issue. The only 
distinguished difference between the German and Chinese sample magazines might 
be that while the German issues tend to use smaller pictures together with headlines to 
give hints to other stories, the Chinese ones prefer to use longer and more descriptive 
text on the cover to attract the eyeballs. Although we can say that many changes in the 
assumed direction are found, they are nevertheless not consistently stringent. 
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Chapter VII Validity and Reliability 
 
 
 
As for all methodologies, reliability and validity are the most fundamental issues 
associated with content analysis. Since the very beginning of the development of this 
research method, Berelson (1952: 172-174) had already criticized that 
many studies using content analysis were less than satisfactory in the aspect of 
reliability, since the researchers either didn't report about the reliability and 
validity, or chose relatively simple versions of content analysis in order to gain 
high reliability while losing insights into more complicated and sophisticated 
categories. 
In this chapter, therefore, the validity and reliability of this study would be reported. 
Furthermore, the approaches to improvements of validity and reliability would also be 
suggested.      
 
 
7.1 Validity 
 
 
Validity is usually defined as a degree to which an instrument actually measures what 
it set out to measure. It should be the best available approximation to the truth of a 
given proposition, inference or conclusion. In other words, when we make some 
references or conclusions, validity is the question whether the evidence support our 
references or conclusions. Concerning the studies using content analysis, Berelson 
(1952) claimed that in most cases there is little difficulty in achieving validity if the 
relevant categories are carefully defined. Wimmer & Domminick (1994) argued that 
in addition to the adequacy of definitions used in the content analysis, validity is also 
intimately connected to the procedures of the analysis including sampling design and 
categorization; while Krippendorff (2004) suggested that this definition of “validity” 
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leads to useful distinctions among face validity, social validity, and empirical validity, 
which can be again divided into content validity, construct validity, criterion-related 
validity, etc. 
 
Nevertheless, face validity, which means research findings are accepted because they 
“make sense”, that they are plausible and believable “on their face”(Krippendorff, 
2004: 313), is usually considered to be the gatekeeper for all other kinds of validity, 
although it's difficult to explain how it works. In content analysis, the researchers rely 
even more upon face validity than researchers using other methods, since the 
conduction of content analysis is closely related to interpreting the texts, images or 
symbols which are rooted in the common sense, in the shared culture or contexts, at a 
certain time and place. Concerning this study, it relies also heavily upon the face 
validity: it makes sense to compare the changes and trends of the items in 
representative youth magazines in two countries with very different social and cultural 
backgrounds, respectively in east and west, during a certain time period to examine 
the youth culture in a context of globalization.     
 
Yet content analysis relies not only upon face validity, but also empirical validity 
which is considered 
...to be established within the scientific community and to be based on rational 
arguments that bring empirical evidence to bear on the research results, the 
research process, and the conditions under which data were acquired 
(op.cit.:315). 
Empirical validity, again, can be divided into following three categories: content 
validity, construct validity, and criterion-related validity. Concerning content validity, 
two validities are usually to be considered: sampling validity and semantic validity. 
Since this analysis does not focus upon the semantic analysis of the units, the 
semantic validity is not to be concerned here. Furthermore, the criterion-related 
validity would not be examined either, because this study does not concern 
correlations with other external variables. Therefore, only content validity (sampling) 
and construct validity are to be reported in the following paragraphs.     
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7.1.1 Sampling Model and Content Validity 
 
One of the major approaches to conduct generalization to the whole population of 
research objects, which is usually too enormous to exhaust, is the sampling model.  
There are, however, some problems with this approach: the population which is to be 
generalized to might not be proper; a fair or representative sample might not be 
drawn; and what's more, it's impossible to sample across all times  and places that the 
researchers might like to generalize to. Thus it raises the necessity of sampling 
validity whenever a sample body differs from the population, not just in size but also 
in composition. 
 
Since in this study a subset of numbers is drawn from the whole population, sampling 
validity is measured by calculating the sampling errors. Using the formula for 
calculation of sampling validity suggested by Krippendorff (2004: 321), 
Sampling Validity = 1− !! * !!!!!!  
in which σ is the standard deviation of the population, n is the size of the population 
and N is the size of the sample, we can get the result of Sampling Validity of this 
study: 0.83 for Bravo, 0.79 for Yps, and 1 for both Boys & Girls and JSP, since the 
sampling of the latter two magazines is actually census of the whole population. 
 
 
7.1.2 Categories and Indicators and the Construct Validity 
 
In this part of validity report, two different aspects are to be considered: “structural 
validity”, which refers to the degree to which the analytical construct models the 
network of stable relations in the chosen context, and “functional validity”, the degree 
to which the analytical construct is vindicated in use. 
 
The examining of structural validity mainly involves the process of categorizations 
and coding/recording. The evidence of it may consist of “unquestionable incidences 
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of the stable relationships between potentially available texts and the targets of 
content analysis and valid theories about them” (op.cit.: 331). Since this kind of the 
content analysis of magazines and/or other mass media like newspaper, radio and 
television programs, with the categorizations according to subject matters, origins and 
value orientations, etc. is proved to have been historically and successfully applied to 
volumes of studies aiming at depict and compare the cultures that have been conveyed 
through these media, the structural validity is out of the question here. 
 
The functional validity focus upon the usefulness rather than the structure of the 
analytical constructs over time and in many empirical situations. “Usefulness” may 
mean many things. Here, however, it refers to the degree to which the analytical 
constructs work in order to get the desirable results of the research question. In the 
case of this analysis, the international and chronic comparison should be conducted to 
produce the inferences about the tendencies of youth culture in the selected countries 
in the context of globalization. The main categorization systems of subject matters 
and origins as well as values proved to be the most used and useful categorizing 
methods in the field of mass media research related to international comparison. The 
fact that the successful and frequent use of these categorization systems in content 
analysis concerning international and chronic comparison could be regarded as the 
vindicating evidence, which demonstrated its functional validity.           
 
 
 
7.2 Reliability: Consistency among Analysts and through Time  
   
 
Reliability of a study using content analysis is of great importance, as Robert Phillip 
Weber (1990: 12) noted that 
to make valid inferences from the text, it is important that the classification 
procedure be reliable in the sense of being consistent: Different people should 
code the same text in the same way. 
Reliability then may be discussed in the following terms: stability, or intra-rater 
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reliability, which examine if the same coder can get the same results try after try; and 
reproducibility, or inter-rater reliability, which examine if coding schemes lead to the 
same text being coded in the same category by different people. According to Liam 
Rourke and colleagues (Rourke et al., 2001: 8) 
the reliability of a coding scheme can be viewed as a continuum, beginning with 
coder stability (intra-rater reliability; one coder agreeing with herself over time), 
to inter-rater reliability (two or more coders agreeing with each other), and 
ultimately to replicability (the ability of multiple and distinct groups of 
researchers to apply a coding scheme reliably). 
 
For most researchers, inter-rater reliability is a critical concern in relation to content 
analysis. It is regarded as the primary test of objectivity in content studies and defined 
as “the extent to which different coders, each coding the same content, come to the 
same coding decisions” (op.cit.). Besides, it is also vital to report information about 
coding process. A clear and transparent coding procedure can guarantee the quality 
and the reliability of the research. 
 
There are a number of indexes used to report reliability: percent agreement, Holsti's 
method, Scott's Phi, Cohen's Kappa, Krippendorff's Alpha, Spearman's Rho, Pearson's 
correlation coefficient, Lin's concordance correlation coefficient, Kupper-Hafner 
index, etc. Although there is no general consensus on what index should be used, the 
following two coefficients provide a good estimation on the reliability: Percent 
agreement (including Holsti's method) and reliability coefficients (such as Scott's Phi, 
Cohen's Kappa, Krippendorff's Alpha, etc). 
 
Percent agreement is the result of the ratio between the number of codes which is 
agreed upon and the total number of codes. It is by far the most simple and most 
popular reliability index. It can accommodate any number of coders, but it has a major 
weakness: it fails to account for agreement by chance. Furthermore, the matching of 
the codes has to be very precise, codes that are close but not exactly the same result in 
disagreement (Lombard, Snyder-Duch, & Bracken, 2002). 
 
Among the three coefficients that account for chance agreement, namely Scott's Phi,   
Cohen's Kappa and Krippendorff's Alpha, the latter one is to be favored for several 
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reasons. First, to calculate Phi and Kappa, the only information taken into account is 
the nominal level of the data. Krippendorff's Alpha takes into account the magnitude 
of the misses, adjusting for whether the variable is measured as nominal, ordinal, 
interval, or ratio. In addition, it allows for any number of coders, whereas Phi and 
Kappa are only applicable for research based on two coders. However, Matthew 
Lombard and colleagues (2002: 587) pointed out that 
the biggest drawback to its use has been its complexity and the resulting 
difficulty of by hand calculations, especially for interval and ratio level 
variables. 
Concerning interpretation of levels of inter-rater reliability, usually a cut-off figure of 
0.75 – 0.80 for percent agreement is used. For chance correcting measures, no 
standard is available to judge the level of inter-rater reliability. When Cohen's Kappa 
is used, the following criteria have been proposed: values above 0.75 (sometimes 0.80 
is used) indicate excellent agreement beyond chance; values below 0.40, poor 
agreement beyond chance; and values in between represent fair to good agreement 
beyond chance (Landis & Koch, 1977: 165). 
 
Irrespective of the coefficients used, Matthew Lombard and colleagues (2002: 602) 
also formulated a number of guidelines. They identify the minimum information that 
should be provided: 
the size of and the method used to create the reliability sample, along with a 
justification of that method; the relationship of the reliability sample to the full 
sample; the number of reliability coders and whether or not they include the 
researchers; the amount of coding conducted by each reliability and non-
reliability coder; the index or indices selected to calculate reliability and a 
justification of these selections; the inter-coder reliability level for each 
variable, for each index selected; the approximate amount of training (in hours) 
required to reach the reliability levels reported; where and how the reader can 
obtain detailed information regarding the coding instrument, procedures and 
instructions (for example, from the authors). 
Only when all this information is reported, readers can make conclusions about the 
reliability of the instrument used in the context of a study. Concerning this study,  the 
reliability would be reported as following: since external coders who fulfill the 
prerequisite of mastering two original languages, German and Chinese, were very 
difficult to be found at the time and place, the researcher has to choose to complete 
the categorizing and coding alone throughout different time periods. Therefore only 
the intra-coder reliability or stability report is available. By calculating of intra-coder 
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reliability, both indices, namely percent agreement and Kappa are to be calculated and 
reported, so that more information would be offered for judging the reliability. 
 
Just as  R.P. Weber (1990: 15) pointed out, “...reliability problems usually grow out of 
the ambiguity of word meanings, category definitions, or other coding rules”. In order 
to avoid these problems, one of the most critical steps in content analysis involves 
developing a set of explicit coding instructions. To conduct the reliability test, 25% of 
total issues from each sample magazine are randomly taken at two different time 
points as reliability sample, and are coded according to the same coding instructions. 
The detailed coding instructions for different category systems established in this 
study could be found in the appendix. The Percent agreement according to Holsti's 
method reaches 0.9 and Cohen's Kappa also turns out to be greater than 0.8, which 
shows the strong intra-rater reliability or coder stability.       
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Chapter VIII Conclusion and Discussion 
 
 
 
 
Looking back upon the starting point of this thesis, the researching question would be 
brought forth again: how has the globalization been influencing the youth culture in 
the sense of “everyday talk”, which is represented by the form of mass media for 
youth? In which direction are the changes and trends of modern youth culture leading 
to? In order to find out a proper answer to this researching question, the comparative 
study of youth culture between east and west has been conducted in this thesis 
through the content analysis of the sample youth magazines published in Germany 
and China in 2005 compared with those in 1995 as two time points for analyzing 
possible changes. This procedure is based on the presumption that these two time 
points are characterized by typical elements of time spirit. The comparison refers 
mainly to the following three aspects: original changes, thematic differences, as well 
as words and designs. 
 
An overview of the context of this study, the globalizing (post) modern society, has 
been briefly depicted as the first step towards a better understanding of the whole 
picture in which the researching question is embedded. In this so-called (post) modern 
society, which we are now experiencing, two main development tendencies seem to 
stretch the society in two directions against each other. On the one hand, there has 
been an increase of self-orientation, freedom of choices and push of individualization, 
as a result of increasing discard and lose of social-cultural background of traditional 
collective organizations’ form and identities, life plans and decisions; on the other 
hand, just in the same way, a “de-individualization” develops in the sense of the 
accelerating global and anti-traditional exchange of persons as resulting from 
domination of markets and economy. But they run together in the way of a hypothesis 
of modernization as the general way of development. 
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Next, the historical backgrounds and development of youth culture in West and East 
are introduced and compared in the third chapter, so as to figure out the outline of the 
differences and similarities of the two types of youth culture. The main similarities 
include the biological and psychological developments during adolescence, which 
both youth in west and east are undergoing, although there could be slight differences 
in age or gender; as well as the weakening of the influences of traditional institutions 
such as school, family, religion or political party, upon the socialization of youth, and 
the much stronger role of peers groups and mass media which they play in self-
socialization of youth. As differences are concerned, the industrialized western society 
provide the youth a similar social milieu throughout the whole country, while youth in 
the transitional society of China are surrounded by relatively distinguished social 
environments. The integration of mass media in the daily life of youth has not reached 
the degree of that in west, either. Furthermore in spite of the globalization of mass 
media, there are still many differences between the content media products provided 
to the target group – youth. Unlike the existed youth culture and subcultures in west, 
the youth culture in China is still under construction through the gradually arising 
self-socialization of youth. 
 
Concerning the great influence of the modern media environment around the youth in 
West and East, the followed chapter deals with the description, analysis and existed 
theories about youth related media and their influences upon their young receivers. 
Starting by giving a general glimpse about the media environment for youth in 
Germany and China, the chapter reviewed various theoretical assumptions and models 
about the influences of mass media as a main source of self-socialization upon youth, 
including social-learning theory, disinhibition theory, arousal theory, cultivation 
theory, media practice model, super peer theory, and the third-person effect 
hypothesis, etc. Their models might vary considerably from each other, yet most 
assume that message content and behavior act over time as stimuli to change 
consumers’ psychological, physiologic, and behavioral function. Adolescents are 
supposed to use the mass media mainly for entertainment; identity formation, 
especially gender role identity and sexual activities learning; vocational aspiration; 
tension and excitement; as well as coping strategies, when they feel angry, anxious or 
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unhappy. The youth magazines which would be selected as sample magazines of this 
study and their impact are also examined respectively in the later part of the chapter. 
 
In the methodology chapter, an overview about the method of content analysis, 
including historical development, definitions, applications as well as limitations, has 
been done, before the detailed steps and hypotheses of this study are put forward. One 
of the most important initial steps of the researching method design is to set forth 
certain relevant hypotheses, which are drawn partly through the reading of sample 
contents, partly through the existed literature of such kind of analysis. After that, the 
universe of the content analysis in this thesis is defined. Within this universe a method 
of multistage sampling was used to take a sampling of content sources. Two youth 
magazines with different circulations and themes as representative form of youth 
media in both countries were selected respectively as samples: Bravo (BV) and Yps 
mit Gimmiks (YG) are the most famous and representative youth magazines from the 
western side, while Boys & Girls (BG) and Juvenile Science Pictorial (JSP) are the 
Chinese counterparts. Once the sources have been identified, the dates of sample 
issues were selected randomly. A final sample of 24 issues of Bravo, Boys & Girls, 
and JPS as well as 16 issues of Yps, which makes a total of 88 issues were yield.    
 
The results of analysis disclose that most of the hypotheses about the changes and 
developments during the decade are generally concluded in a correct direction. Firstly, 
in the aspect of original changes, we find out that although the frequencies of 
international items in the issues from all the sample magazines only have a slight 
increasing tendency during the decade, which cannot strongly in the whole range 
support the prediction stated by the first hypothesis of this analysis, yet it shows at 
least the predicted changing direction of the international items. By looking into the 
details of the distribution of origins of international items, we can state without doubt 
that among all the international items of all the sample magazines, both in China and 
Germany, both in popular magazines and magazines specialized in scientific themes, 
the most frequently appeared are those with American and / or other (i.e. European) 
origins with overwhelming percentages (all over 50%). Besides the extreme example 
of YG, which embrace only international items from Europe and USA, percentages of 
the items with European and / or American origins in BV are also approaching the 
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summit. Simultaneously the much higher quotas of Asian origins are revealed in both 
Chinese sample magazines. The finding supports the hypothesis which suggests that 
German youth magazines are paying more attention to USA, while Chinese ones more 
to Japan, South Korea and other Asian countries. However, the analysis about the 
proportion of American origins among international items discloses that not all the 
sample magazines select most of its international items from USA for their young 
readers. In some sample magazines, the American origins are following different 
countries or regions like Hong Kong, Taiwan, Japan, France and Belgium. A closer 
look of the content of the international items appeared in all the sample magazines 
shows that only a very small part of them fall in the category of “non-modern”. 
Except UK and Australia, all the rest of the countries or areas under this category are 
developing or less developed nations. On the other hand, none of them appeared in the 
category of “modern” value orientation. Thus, this finding verifies largely the 
hypothesis of the value orientation which suggests that the origins of the international 
items are selected according to the modern values and standards. 
 
In the aspect of thematic differences and changes, we can obviously observe that both 
Chinese magazines retain much more education-oriented items than their German 
counterparts. The sharp contrast is especially presented in the case of the JSP vs. YG, 
where education-oriented items in JSP are dominating and entertainment-oriented 
items in YG dominating. Concerning the distribution of content under category of 
“entertainment” in BG and BV, the finding presents a resemble changes of the both 
sample magazines, especially in the subcategories of  “stars”, “movies” and “TV”, in 
spite of the fact that the absolute values of the number of the items under the 
categories are not comparable. Both magazines pay the most attentions to the 
subcategory of “stars”, whose personal lives seem to draw the eyeballs of their young 
fans successfully, followed by the subcategory of “music”, which has always been 
proved to be the closest friend of teenagers. And at last there is the least interested 
subcategory “sports”. In a word, there is a smaller gap between the distribution curves 
of subcategories under “entertainment” in 2005 than in 1995. Concerning the changes 
of distribution of items under subcategory “stars” in BV and BG, we could observe 
that the Chinese BG magazine has undergone enormous changes and the differences 
between BV and BG are getting closer: regardless the absence of “news & infos”, 
most attentions are paid to musicians, mainly pop singers; as soaps and television 
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melodramas are getting popular, more TV soap stars are reported; and movie stars 
keep their charm during the years. Regarding the hottest topic of “love and sex”, our 
finding shows that the percentages of the subcategory “sex & puberty” in both 
magazines keep their levels steadily with a slow tendency of rising during the decade, 
while those of subcategory “romantic relationship” involve dramatic changes: in the 
case of BV, it goes down sharply, while in the case of BG, it climbs rapidly from the 
lowest rating to the highest one. It may affirm the suggestion that the German versions 
of youth magazine offer more materials about sex or body oriented topics than 
Chinese versions, while Chinese versions pay more attention to issues about romantic 
relationship than German versions, but this relationship has no statistical evidence. 
Nevertheless, although there is a tendency of stronger combination of media 
technologies and entertainment in the Chinese sample magazine JSP, the changes in 
the sample magazine YG in the German case show no trace of the similar tendency 
from 1995 to 2005. 
 
Finally, in the aspect of words and designs, we discover that the changes of the usage 
of international words in the titles of all the 4 sample magazines support, in different 
degrees, the hypothesis which supposes an increasing tendency of the appearance of 
international words including coinage words which are popular among teenagers. 
Despite the slight changes happened to the covers of Bravo and Yps, we can still 
discern a similar tendency of the changes of non-verbal elements of the magazines, 
namely the covers, in both countries. All the magazines tend to change in the 
following direction: publishing in a larger size, printing the cover with strong colors 
on super-calendared paper or art paper, and using photos or comic figures of the 
“cover story” as the main attractiveness on the cover, completed with more headlines 
or pictures, usually in a smaller size, of other stories from the issue. The only 
distinguished difference between the German and Chinese sample magazines might 
be that while the German issues tend to use smaller pictures together with headlines to 
give hints to other stories, the Chinese ones prefer to use longer and more descriptive 
text on the cover to attract the eyeballs. 
 
As an important and completing part of this study, a report of the validity and 
reliability of the researching method has been conducted. Based upon the face 
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validity, empirical validity, which involves sample validity and structural validity with 
respect to this study, is examined.  Furthermore, the reliability of this content analysis, 
which mainly focuses upon intra-rater reliability or coder stability, since there is only 
one coder / researcher involved, is reported through doing reliability test. Concerning 
the improvement of the method, two main aspects could be considered. Firstly, the 
sampling validity might be raised by selecting sample issues with more frequent time 
intervals within the decade which has been observed, for example, taking additionally 
the issues from year 2000, which is the middle point of the decade, as further samples, 
or even taking issues from every other year during the decade. Another aspect to be 
improved is the inter-rater reliability of the study, which could be obtained by training 
more coders who are proficient in both languages to code following the established 
coding instructions and doing a pilot study. 
 
Taking our findings and results of the research as composing and supporting 
materials, we seem to be able to draw an outline of the changing tendency of our 
youth culture in a context of globalization: although with quite different historical, 
social and cultural backgrounds, starting from different starting points within the 
process of globalization, both of the youth cultures, either in the west or in the east, 
are tending to change and develop in a similar direction. They are both more and more 
influenced by the globalization, which is shown in the increasing tendency of the 
international items as well as the uses of international words, in their tendencies to  
select the items with international origins according to the modern values and 
standards, and in their cover layout which are also getting similar, etc. Yet the 
diversity of the origins of those international items and words, especially in the case 
of the Chinese samples, disagrees with the assumption which simplified the process 
and concept of “globalization” to that of “westernization” or “Americanization”. The 
distribution of the origins of international items in the selected countries vividly 
displayed the hybridized multicultural landscape in its own way, which is mainly due 
to the relatively stronger impact from its geographical or cultural neighbors who share 
more similarities with it. In the aspect of thematic development, there is still a sharp 
contrast between the eastern and western examples, which mainly lie in the 
orientations of their overwhelming thematic categories: entertainment-oriented items 
on the western side and education-oriented on the eastern side. Regarding the 
important topic of sex and love, we can find out that while it has been widespread and 
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fully developed in the western youth culture,  it has been struggling through its initial 
phase in its Chinese context during the decade, mainly due to its strong sociocultural  
and educational tradition. However, the weight of entertainment-oriented items on the 
eastern side is getting greater during the decade, especially in those samples with 
focus upon science-technology for younger readers. What's interesting to observe is 
that the changing tendencies of the distribution of items under the category 
“entertainment” and the most important sub-category “stars” surprisingly resemble 
each other, although the frequencies of those items appearing in the total population 
still distinguish greatly. 
 
In a general way, we can say that there are similar changing and developing 
tendencies of youth cultures in many aspects in the east and west. These tendencies 
might lead to certain danger of  the universalization in the future development of 
youth culture within the context of globalization, yet the hybridization of youth 
culture of the local level and that of the regional or the global level seems to display 
variety and diversity in a large degree. In the future further research about the 
comparison of youth culture in different social and cultural contexts could be 
conducted through internet ethnographic studies, due to the instantaneity and 
interactivity of internet, especially the web 2.0, so as to expand our collective 
understanding of this research topic. The actual ideas and feedback from the youth are 
available through the observation of the virtual world where the youth show up, utter 
their opinions, communicate with each other, entertain themselves or with each other 
as well as consume, which could support or respond to the findings and results of 
content analysis of youth media. Another important point is that youth, as subjects, are 
getting more often to create their individual and original culture as well as various 
counter- or sub-cultures through the platform of network. Probing into this interactive 
and self-constructing media environment around youth to get an insight of the latest 
developing tendencies of different youth culture throughout the world, as well as the 
reasons and drives behind these developments, could be an exciting and provoking 
project as the next researching steps in this specific researching field.   
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Appendix I 
 
 
 
Appendix 1.1 Thematic Categories of Boys & Girls: (1995/2005) 
categories subcategories 
1995 2005 
f % n f % n 
puberty 
problems 
cross-gender relationship/friendship/gender 
role 
11.0 40 18.3 67 
sex/puberty development 5.0 18 4.9 18 
mental/body health 6.9 25 3.6 13 
delinquency/self-protection/social problem 6.6 24 3.8 14 
daily life of 
youth 
peers (brief/report/feature) 15.4 56 8.5 31 
relationship with teachers 3.6 13 1.4 5 
campus (story/event/news/survey) 2.2 8 4.6 17 
relationship with parents/families 3.0 11 6.0 22 
after-school  (recreational/vocational/social) 3.0 11 5.7 21 
adolescent 
self-
development 
value/meaning/moral development 2.75 10 5.7 21 
growing experience 2.75 10 1.9 7 
emotion/feeling/mood 3.6 13 3.0 11 
character development 2.75 10 0.3 1 
free time 
entertainment/sports 6.9 25 6.8 25 
fashion/trends (food/cloth/horoscope/game) 5.0 18 5.5 20 
extracurricular knowledge 
(literature/military/sciences) 
13.5 49 12.6 46 
others 
learning help (English/composition) 1.4 5 3.8 14 
interaction (help center/reader feedback) 2.75 10 3.3 12 
activities 0.8 3 0.3 1 
stories about editors 1.1 4 - - 
total  100 363 100 366 
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Appendix 1.2 Thematic Categories of BRAVO:(1995/2005) 
categories subcategories 
1995 2005 
f % n f % n 
entertainment & 
sports 
stars 
star 
news/gossip/info/parties 
8.8 35 8.5 36 
Star interview/introduction 11.3 45 23.5 99 
music 
live show/event/concert 13.5 54 5.5 23 
charts/CD/tour/song text 12.0 48 9.0 38 
movies 6.3 25 4.7 20 
TV program/soap 3.3 13 4.7 20 
sports 1.0 4 - - 
puberty problems 
sex/love/puberty/character 11.5 46 12.1 51 
romantic stories 6.0 24 2.8 12 
actual reports 
social/environment problem/animal 
protection 
2.0 8 1.0 4 
juvenile life/problem/delinquency 1.5 6 2.1 9 
free time 
fashion/trends 8.3 33 7.6 32 
fun (joke/riddle/comics/cartoons) 11.5 46 12.1 51 
others 
interaction 
(reader feedback/fan club/read voting) 
3.0 12 4.0 17 
forecast - - 2.4 10 
total  100 399 100 422 
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Appendix 1.3 Thematic Categories of JSP: (1995/2005) 
categories subcategories 
1995 2005 
f % n f % n 
sciences 
mathematics/physic/chemistry 11.8 24 6.0 17 
astronomy/geography/geology/paleontology 8.3 17 10.7 30 
biology/ecology/zoology/botany/insectology 19.6 40 13.2 37 
physiology/psychology/medicine/health/sports 9.3 19 3.9 11 
archeology/history/culture/ social sciences 3.4 7 3.9 11 
technolog
ies 
communication/information technology 3.9 8 1.4 4 
vehicles/transportation/astronautic technology 4.9 10 2.5 7 
environment protection 1.0 2 3.6 10 
military technologies 7.35 15 3.6 10 
other technologies/inventions 6.4 13 4.6 13 
free time 
common senses/quiz 8.8 18 10.3 29 
experiment/handwork/cooking 5.9 12 12.8 36 
toy/game/book introduction 1.0 2 15.3 43 
fiction & 
story 
science fiction 5.4 11 3.6 10 
serial fiction - - 3.9 11 
feature/interview 2.9 6 0.7 2 
total  100 204 100 281 
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Appendix 1.4 Thematic Categories of YG: (1995/2005-2006) 
categories subcategories 
1995 2005 
f % n f % n 
comics 
animal comics 22.5 34 - - 
human being comics 23.2 35 29.2 26 
handwork 
gimmicks 15.9 24 9.0 8 
handwork/poster - - 7.9 7 
experiments - - 3.4 3 
sciences & 
technologies 
 
zoology/botany 6.6 10 1.1 1 
astronomy/geography/geology - - 1.1 1 
social sciences/others - - 2.2 2 
free time 
jokes/humor/cartoons 7.9 12 5.6 5 
tricks/quiz - - 14.6 13 
detective story/others - - 9.0 8 
others 
magazine activities/interview/report 0.7 1 4.5 4 
information/reader letters/forecast 23.2 35 7.9 7 
win game - - 4.5 4 
total  100 151 100 89 
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Appendix II 
 
 
 
Appendix 2.1 Coding Instructions for Category System of Origins 
1.domestic: titles which deal only with domestic figures, items, or places. 
2.international: 
2.1: titles which deal only with figures, items, or places in the U.S.A. 
2.2:  titles which deal only with figures, items, or places in Europe. In the 
 case of titles in Bravo and Yps, Germany is excluded from this 
 subcategory. 
2.3:  titles which deal only with figures, items, or places in Asia. In the case 
 of titles in Boys & Girls and JSP, China is excluded from this 
 subcategory.   
2.4:  titles which deal only with figures, items, or places in Africa. 
2.5:  titles which deal with figures, items, or places in Europe and  U.S.A. 
2.6:  titles which deal only with figures, items, or places in the rest of the 
 world out of the domestic country, which are not included in the above 
 areas. 
3.mixed: titles which involve figures, items, or places in and outside the domestic 
 country.   
4.can't tell: titles which don't  include explicit origins of figures, items or places. 
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Appendix 2.2 Coding Instructions for Category System of Value Orientations 
 
1.modern: titles which deal with the content suit the modern values in the sense of the 
values developed since the industrial revolution. In this concrete case, it includes the 
most of the following combined categories (“entertainment/sports”, “adolescents' 
life”, “comics”, “science fictions”, and “free time”)and certain sub-categories under 
“science / technology”. 
2.non-modern: the rest titles which don't fall in the first category. Most of them can be 
found under the category “development problems” and some under certain sub-
categories of “science / technology”. 
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Appendix 2.3 Coding Instructions for Category System of Subject Matters 
 
Boys & Girls 
1.puberty problems 
1.1: titles which involve stories of cross-gender relationship, friendship(mainly 
 within the same gender) as well as gender role. 
1.2: titles which involve or explain about sex and puberty development during 
 adolescence. 
1.3: titles which deal with mental and body health of adolescents 
1.4: titles which deal with adolescent delinquency, self-protection of 
 adolescents and  certain social problems concerning adolescents  
2.daily life of youth 
2.1: titles which involve stories about peers (common people as well as some 
 famous peers “stars”) 
2.2: titles which involve stories bout relationship between adolescents and 
 their teachers 
2.3: titles which describe campus life of adolescents. 
2.4: titles which deal with relationship between adolescents and their  
 parents and other family members. 
2.5: titles which deal with stories about after school life of adolescents. 
3.adolescent self-development 
3.1: titles which involve stories about how should adolescents develop proper  
 values, meaning, and morals,etc.   
3.2 : titles which involve stories about the growing experiences of adolescents. 
3.3: titles which involve stories about various emotions, feelings and moods 
 during the adolescence. 
3.4: titles which deal with character analysis and development. 
4.free time 
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4.1: titles which deal with entertainment and sports. 
4.2: titles which deal with fashion and trends. 
4.3: titles which introduce extracurricular knowledge. 
5.others 
5.1: titles which offer learning help. 
5.2: titles which involve interaction between readers and editors. 
5.3: titles which report about the activities organized by the magazine. 
5.4: titles which tell stories about editors of the magazine. 
 
BRAVO 
1.entertainment & sports 
 1.1  stars 
 1.1.1  : news, gossips, information of stars and  celebrity parties. 
 1.1.2  : interview and introduction about certain. 
 1.2  music 
 1.2.1  : report about live show, event, concert etc. 
 1.2.2  : charts, CD introduction, tour information and song text. 
 1.3  : new release and introduction of movies. 
 1.4  : introduction of TV programs and soaps. 
 1.5  : report about sports. 
2.puberty problems 
 2.1: titles which deal with sex, puberty and character test. 
 2.2: titles which deal with stories about romantic relationships. 
3.actual reports 
 3.1: reports about social and environmental problem as well as animal 
 protection. 
 3.2: reports about juvenile life, their problems as well as juvenile delinquency. 
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4.free time 
 4.1: titles which deal with fashion and trends 
 4.2: titles which make fun, including joke, riddle, comic, cartoon,etc. 
5.others 
 5.1: titles which involve interaction between readers and editors, including   
 reader feedback, fan club, voting, etc. 
 5.2: forecast of the next issue. 
 
JSP 
1.sciences 
 1.1: titles which deal with knowledge of math’s, physic and chemistry. 
 1.2: titles which deal with knowledge of astronomy, geography, geology, 
 paleontology, etc. 
 1.3: titles which deal with knowledge of biology, ecology, zoology, botany, 
 insect logy, etc. 
 1.4:  titles which deal with knowledge of physiology, psychology, medicine, 
 health, sports, etc. 
 1.5: titles which deal with knowledge of archeology, history, culture, and other 
 social sciences. 
2.technologies 
 2.1: titles which deal with communication and information technologies. 
 2.2: titles which deal with vehicles,transportation and astronautic technologies. 
 2.3: titles which deal with environment protection technologies. 
 2.4: titles which deal with military technologies. 
 2.5: titles which deal with other technologies and inventions. 
3.free time 
 3.1: titles which deal with common sense, quiz, etc. 
 3.2: titles which teach interesting experiments, handwork and cooking recipes. 
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 3.3: titles which introduce toys, games and books for youth. 
4.fiction & story 
 4.1: adapted stories of science fiction. 
 4.2: serial stories.  
 4.3: features and interviews of scientists and other famous persons. 
 
Yps 
1.comics 
 1.1: comics with animals as main figures. 
 1.2: comics with human being and any human resembled characters like 
 ghosts, as main figures. 
2.handwork 
 2.1: Gimmicks and the story of Yps & co. with the Gimmicks of the issue. 
 2.2: titles which teach handwork or poster. 
 2.3: titles which explain interesting experiments. 
3.sciences & technologies 
 3.1: titles which deal with knowledge of zoology and botany. 
 3.2: titles which deal with knowledge of astronomy, geography and geology. 
 3.3: titles which deal with knowledge of social sciences and others. 
4.free time 
 4.1: titles which make fun, including jokes, humors, and cartoons. 
 4.2: titles which deal with tricks and quizzes. 
 4.3: titles which involve detective stories and others. 
5.others 
 5.1: titles which interview and report about magazine activities. 
 5.2: titles which involve interactions between readers and editors, information 
 for readers, as well as forecast of next issue. 
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 5.3: win games offered by the magazine. 
